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@ Leonard W. Volk, presi- 
dent of Volk Bros. Com- 
pany, Dallas, is head master 
of a merchandising mart 
boasting six floors and cost- 
ing $1,000,000, a shoe shaft 
of success that still retains 
its “sole” complex. This 
business had its birth forty 
years ago in a twenty-five 
foot store. @ Panic and 
pest, bumper crop and farm 
failure, all have had their 
fling at the Volk shoe busi- 
ness, but determined ad- 
herence to a policy with 
teeth in it and steadfast 
loyalty to an ideal have been 
glorified in the attainment 
of Volk Brothers’ ambition 
to build and possess one of 
the world’s finest shoe 
stores. 


Division of United Business Publishers, Inc. 


Stress Values in Shoes 


I, line with the modern trend among 
the largest stores in the country we added new lines of merchandise when we 
opened our new store last August. This made it a more interesting and con- 
venient place to shop. These new departments are a distinct benefit in stimu- 
lating the sales of our shoe departments, just as the shoe departments direct 
business into the sections devoted to other merchandise. 

Volk’s has always been primarily a shoe store and it remains primarily a 
shoe store, despite the addition of the new departments. 

“In 1890 we opened the first Volk shoe store, right in the face of the panic 
of that year, which was one of the worst periods of business depression that 
the country had ever experienced up to that time. From that day to this the 
Volk shoe business has been operated continuously despite good times or bad, 
panics or booms, bumper crops or failures and all the other conditions which 
have come and gone in Dallas during that forty-year period. 

“When we entered the business it was decided first that we would sell 
nothing but dependable shoes, determining to give our customers always the 
best values at the lowest possible price. We also decided that we should al- 
ways offer only merchandise that was made to our special order, so that we 
could specify materials, weights, quality and workmanship of fixed standards 
and so that we could stand unhesitatingly behind the goods we offered. 

“From the day we first opened our little twenty-five-foot store we have ad- 
hered strictly to that policy. In these times of varying prices we are giving the 
public the benefit of any concessions we are able to secure. 

“Among the unique features of our new store are the sample rooms on the 
fifth floor where salesmen can spread their lines to advantage, and where styles 
can be inspected by the buyers and executives of the firm without leaving the 
building. You can’t buy good shoes to sell unless you can buy them under 
favorable conditions. We also use these rooms for sales educational work 
and instructions on merchandise. 

“When a new line of shoes arrive we spread them in these sample rooms. 
The sales force is brought up here in small groups, usually in the morning 
when they can be spared from the floor, and the buyer delivers a constructive 
selling talk on the new merchandise. The reasons why the shoes were bought 
are explained. The style value of the patterns, the type of costume with which 
they can be worn and how they harmonize with some ensemble just being in- 
troduced are all made clear. 

“Here is the most important of all points having a distinct significance in 
properly fitting your customers: WHAT KIND OF FEET WERE THE 
SHOES MADE TO FIT? We believe the salesmen should know as much 
about the shoes as the buyer. With this sales education all of our selling 
force have the same knowledge and all tell the same story to our trade. 


“We use advertising liberally and will continue to do so during the coming 
year. We expect to show a gradual improvement and feel by Fall there will 


be quite satisfactory business,” 
LEONARD W. VOLK. 





WHY SO MANY PAIRS 


“The Customer Is Always Right” vs. 
They Shall Not Pass—Them Back 


ln the light of present day 


merchandising the oft quoted John Wanamaker pre- 
cept “The customer is always right,” is being ques- 
tioned. “Why should the customer always be right 
and the store never,’ asks many keen thinking shoe 
men. What is the cost and what is the net gain to 
the industry when all is said and done? It is not 
that the premise on which this axiom was built is 
wrong, but that the customer has taken unfair advan- 
tage of the situation, so that an almost intolerable con- 
dition confronts all branches of the trade. 

Practically every retail shoe concern is, in effect, 
compelled to carry five men on the floor to do the sell- 
ing work that should be accomplished by a scant four. 
Literally speaking, this extra man’s one job is to re- 
sell the shoes returned by dissatisfied customers. This 
“Service” adds 20 per cent to the selling cost of the 
shoes, figure it any way possible. Just who is most to 
blame on the underselling or overbuying on the part 
of both the consumer and the retailer, is a wide open 
debatable question. 

Shoes are returned by the consumers on the flimsiest 
of excuses, say the merchants—a wail that is echoed 
by the manufacturers. If this wasteful practice were 
straightened out, the road to profit would be much 
easier to travel by all in the industry. 

It does not do a bit of good to stand in a circle 
and point one’s finger over the shoulder at the other 
fellow as chief offender in this pernicious practice. 

Shoe buyers in department stores have their hands 
tied to a large extent by the quoted Wanamaker rule. 
In many cases the entire adjustment problem is en- 
tirely out of their jurisdiction, so that the sacred 
“rule of the house” must be lived up to without ex- 
ception. Some buyers have more latitude than others, 
as this interview with L. P. Halleck of the Geo. Innes 
Co., Wichita, Kan., indicates. 

You mention a very vital question in so far as the shoe 
industry is concerned. When you will try to analyze or 
correct the very worst evil that we have, the returning of 
merchandise, and I might say farther, the unjust returning 
of merchandise. This is a problem the handling of which 
depends a great deal on the policy of the store, and this evil 
is much more pronounced in a department store, admits Mr. 
Halleck. 

We in the shoe department frequently are forced by cir- 
cumstances to accept for credit shoes that for various reasons 
should not be taken back. We are in a city of 110,000, and 
we keep an authentic record of every pair of shoes sold, and 
our shoe business is around 200,000, and we have been trying 


to eliminate the unjust returns for many years. When we 
find, according to our records, that a customer is a persistent 


violator of all ethical rules or reasons, we simply refuse to 
fit her in other shoes. This, of course, is done very diplomati- 
cally, mainly by being out of her size. We also find that a 
lot of women take delight in coming down and being fitted, 
and then returning without any cause or excuses, and this 
can only be corrected by an intelligent but very plain talk 
to the customer along the lines of needing the size she is 
taking very badly, and if she doesn’t feel that she wants it, 
we much prefer that she does not take it out of the store. 

As far as the retailer and manufacturer are concerned, this 
department has set up a standard of legitimate reasons of 
why we should return merchandise to the manufacturer. 
First, a failure to deliver within specified time. Second, 
substitution of sizes, styles, colors and materials. Third, de- 
fective merchandise. Fourth, merchandise inferior to sam- 
ples on which order was placed. Fifth, merchandise received 
in excess of quantity ordered. Sixth, merchandise we bought 
as exclusive, but find sold to competitors. 

But the greatest evil today is the unjust returning of shoes 
that were correctly fitted and accepted by the customer. And 
in closing the writer wishes to ask if other buyers or owners 
are having a complaint which has been growing steadily for 
the past year or so. For instance, we find that we fitted a 
customer in five pairs of the same size, same width and 
same pattern, an opera pump, and then the next pair is un- 
comfortable. We have been having a tremendous lot of these 
complaints, and according to all good rules of shoe-fitting, we 
are not at fault and neither is the manufacturer, but still 
they expect a satisfactory settlement ona basis of uncomfort- 
able shoes. 

It’s rather hard to guarantee comfort in any pair of shoes 
you sell, and it’s one of the hardest complaints with which 
we have to deal. 
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I would like to know how to handle this last one satis- 
factorily. 


Some given reasons for the return of merchan- 
dise are so amazing that they verge on the ridiculous, 
as this letter to the erstwhile genial Will Knight of 
Portland, Ore., indicates: ‘Am sending you a pair 
of shoes I only wore twice, but at that I cannot 
wear them; they are too short for me. I got them 
at Sears for $2.50, but they sent their $3 shoe. I 
am going to ask now if you can dispose of the shoe, 
would send me a flat heel, 7, B walking shoe, a sec- 
ond-hand pair or anything in a 7 B. Am 
too poor to buy a pair of shoes from you, but thought 
being such a large firm, you might have something 
second hand you might exchange with me, and since 
I have return them, can’t exchange them.” 

Possibly no issue is more irksome to friendship of 
maker with merchant and merchant with customer. 
One Massachusetts executive demonstrates his mental 


effort to encourage the purchase of a shoe that fits the foot, 
namely get more shoes sold right. Secondly, at the time of 
the sale, and subsequently, customers should not be encour- 
aged to bring shoes back to the store for return. This means 
that certain high pressure sales tactics must be abandoned. 

On the other hand, the retail customer should realize the 
heavy expense involved in bookkeeping adjustments, resale 
efforts, refinishing goods for stock, and returns to manu- 
facturers which is caused by bringing goods back to the 
merchant. 

All of this expense must be borne eventually by the cus- 
tomer, which means retail mark-ups must be increased un- 
less the ,resent tendency on the part of the buying public is 
curtailed. There is a joint responsibility involved in returned 
merchandise. In 1931 retailers should do all in their power to 
remove causes for the return of merchandise. 

To accomplish this end, more cooperation and better judg- 
met is required from both manufacturers and the buying 
public. 


To the foregoing, this is 
added by one of Mr. Childs’ able assistants: “There 
is so much talk about merchants returning goods to 
the factory, why not give the retailer a chance? We 
find a large percentage of pumps fit. very poorly 





clarity which perhaps is a heritage 
of a farsighted father, but the 
words of Benjamin W. Childs ring 
true. 


Emportant Wotice! 


Because = Style is a dominating factor in the value of shoes. 


Because « Time determines the value of style. 


The practice of retail customers re- 
turning merchandise for credit or ex- 
change because of change of fancy or 
other minor reasons is a matter of grow- 
ing importance to the retail merchant, 
and especially is it of importance to the 
retail shoe merchant because of the very 
nature of his goods. So serious has 
this problem of returned merchandise 
become, that it is receiving attention from 
several better business bureaus. The idea 
that the responsibility for the return is 
-wholly upon the merchant or the sales- 
person is fallacious. However, they must 
share the responsibility with their pub- 


Because = The multitude of different sizes necessary to properly fit all 
feet prohibits the duplication of sizes. 


Em all fairmess = to our customers and ourselves it is hereby distinct- 


ly understood that: 


Shoes can not be returned 

for exchange or credit after 

three days from date of sale. 
Wnder no conditions «= will scratched or soiled shoes be accepted 


for return. 


Mankato Shoe Retailers Association 





lic. In the first place, regarding shoes 
at least, the salesperson should bend every 
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This card is enclosed in packages of shoes in Mankato, Minn. 





and will wear a pair of stockings out every day in 
the heel, although the samples shown fit well. 

Why should manufacturers come around with sam- 
ples and then send in shoes, particularly reptiles, so 
different in color from the samples? Also why do 
they make so many shoes that are so tight in the toe 
and big in the heel? If these corrections were made, 
so much merchandise would not be returned.” 

Now from a shoe store that has already rounded 
out the first hundred years of its existence and is 
looking forward to the next century with great con- 
fidence. J. M. Smashey, of Bridgeton, N. J., has 
this to offer: 


The word “SERVICE” covers more territory now than in 
Mr. Webster’s time. Good stores pride themselves on their 
service—chain stores claim 
they have taught the little 


that she does her slippers. And yet there is no other article 
that gets the abuse with less care. When she takes off a coat 
or dress, she instinctively reaches for a hanger. Does she 
put her shoes on trees? She is caught in the rain with a 
new hat—she sticks it under her coat and runs for cover— 
right through a puddle of water to get there. When her dress 
rips in a seam, she takes a needle and thread and sews it 
up—but let a rip appear in a shoe and she demands a new 
pair. If she skins or scuffs them it is the fault of the shoe— 
if the featherweight soles wear through, the leather “must 
be poor.” If her feet hurt, it’s the salesman’s fault for fitting 
her shoes too short. 

It seems to me the time is ripe for a concerted movement 
on the part of all retailers to at least attempt to educate the 
public on footwear. They simply have no conception of the 
detailed artistry embodied in a pair of shoes. To too many 
of them—a shoe is a shoe. We fail in our duty to ourselves 
not to inform them of the vast amount of detailed labor put 
into them. There should be some way to give the public an 
appreciation of their shoes. It seems to me if we could do 
that, a lot of this price resistance would be overcome—at least 
in the better grades. Take the public behind the scenes and 








fellow the meaning of the 
word, and the public de- 
fines “SERVICE” to ac- 
commodate their own ends. 

The return of merchan- 
dise practice seems to be 
confined to the “desirable 
charge accounts.” It is a 
genuine trait. Men don’t 
do it. They buy it and 
wear it, but the lady buys 
it—charges it—then it has 
to meet the approval of 
the “Bridge Club” or back 
it comes. 

Every Philadelphia de- 
partment store, 40 miles 
from Bridgeton, will de- 
liver into any Bridgeton 
home —— on approval 
and credit same on its re- 
turn—no questions asked— 


REASONS 
. Hastiness in Transaction. 
. Lack of Interest. 
. Not Properly Fitted. 


. Lack of Style Knowledge. 


. Forcing the Sale. 


SWVONAUNAWD = 


. Not Definitely SOLD. 


Did Not Analyze Requirements. 
. Did Not Win Customer Confidence. 


. Making the Sale With Promises. 
. Saving Sale Thru Approval Sale. 


TWO-WAY RETURN 


SALESPEOPLE 


PURCHASER 


RESULTS OR REASONS 


1. Hastiness in Buying. 
2. Careless Selection. 
. Did Not Consider Comfort First. 
. Did Not Consider Shoes as Important in Re- 
lation to Other Style Items. 
. Style (Uncertain). 
. Forced to Buy. 
. Window Shopper and Lookers. 
. End of Month Purchases. 
. Did Not Have Confidence. 
. Not Definitely SOLD. 








and the customer refers to 





this as service. 

Bridgeton, with 16,000 
population, has its share of 
“single track” minded 
women. Fortunately our 
store is small—three clerks 
—and we know these 
“pains” and my clerks are glad that they are my “call trade.” 
In a ready-to-wear store with pretty coats and dresses on 
racks in open sight, they delight in taking them home and 
bringing them back. But, thank goodness, my shoes are in 
cartons. It would be suicide for the ready-to-wear man to 
refuse her—she is a “desirable charge account,” moving in 
good society, and how she can talk. Then it’s up to me to 
solve all this with diplomacy. Give her undivided attention 
—knowing her personally talk about her interests and miss 
the sale as gracefully as I can. MY SOLUTION IS 
DIPLOMACY. 


Wallace E. Sterling wields a wicked pen, but what 
he puts on paper so forcibly is precisely the expe- 
rience and thoughts of hundreds of other shoe men, 
whether they be in his own State of Minnesota or in 
any part of our land. 


What we in Mankato are trying to do is to find some way 
to stop a few of the abuses that fall on the retailer. These 
abuses are beginning to grow too numerous to ignore. There 
are dozens of them common to us all: The slippers that go 
out on approval, only to be returned in a few days so badly 
scratched on the soles as to be unfit for stock. The unde- 
cided customer who spends an hour getting a proper fit— 
buys the shoes, pays for them, apparently delighted—only to 
return them in one week or six, with a demand for a cash 
refund “because they do not fit just right.” 

I doubt if there is another article of wearing apparel a 
woman buys that she demands the fit, style and service from 


“After thinking about the reasons for the return of merchandise by the customers to the retailer,” 
says C. R. Shively, manager of The Ellsworth Store shoe department, South Bend, Ind., “I have thought of 
rules to classify and guide against this evil. Most of the fault lies with the retailer through his salespeople, 
but I have given the reasons from the standpoint of both the customer and the clerk.” 


show them why—tell them about lasts and patterns and 
leathers. It’s a matter of educational advertising—but see 
what they’ve done for the lowly prune, and sauerkraut, and 
oranges. 

Does this interest you—or am I all wet? 

No!—I like the shoe business. It’s a good game—but I do 
think it’s our own fault that it isn’t a better one. 


WALLACE E. STERLING, . 
Mankato, Minn. 


Thus far you have been reading the regular pre- 
pared copy on this highly controversial important sub- 


ject of returned merchandise. May we now take you 
behind the scenes for a bit of back stage drama. Both 
the Sterling and Smashey copy came in written in 
long hand. The usual procedure was followed, that 
of giving it to one of our bright girls to typewrite. 
As she handed the transcription back there was fire 
in her eyes as she said: “I’d like to tell them my side. 
I never worked in a shoe store, but I have bought a 
great many pairs of shoes and have had lots of them 
‘sold’ to me.” So here is what she wrote. It is the 
customer viewpoint, therefore a highly desirable addi- 


tion: [TURN TO PAGE 40, PLEASE] 
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Make Plans Early for Your 
BIGGEST TENNIS YEAR 


When 14,000 Fans Filled Madison Square Garden in 

February to See Bill Tilden Vanquish Kozeluh, the Czecho- 

slovakian Marvel, a Summer Wave of Tennis Enthusiasm 
That Will Sweep the Country Was Forecast 


Vow by year America has 
been witnessing a growing interest in the more active forms of sport and 
week-end travel. Rotogravure sections began to print alluring pictures 
of the one and only Helen Wills. News reels gave slow motion pictures 
of the backhand strokes of Bill Tilden. Smart suburbs staged Saturday 
tournaments. Then, suddenly, all America went tennis. 

Fourteen thousand persons witnessed the indoor match between Tilden 
and Kozeluh at Madison Square Garden in February, while last season 
it was impossible to find space on the municipal and country club courts. 
Men, women and children are all tennis enthusiasts. 

Rules and regulations of the game stipulate 
the type footwear to be used on the courts. Here 
is one place a substitute or makeshift shoe cannot 
be worn. Hence, a greater importance is attached 

to tennis footwear than in other games 
of previous seasons. 

Airy, light weight, rubber soles, 
lined and unlined; crepe and smooth 
rubber, all white or fanciful stripes. 
A colored lacing or white lacing with 
colored tips, or the regulation camp 
shoe. Many men prefer the plain ox- 
ford with contrasting saddle which 
may be used for general sports. 

Many of the smart society girls are 
wearing this type of footwear with 

[TURN TO PAGE 56, PLEASE] 

















Study Coming Trends in Tennis 
Togs in Your Own Town; Then 
Select Footwear to Harmonize 
with the Costumes to Be Worn 
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Customer Confidence Sells 


And ALL of your salespeople should be abie to recognize 


when orthopedic or specialized types are indicated 


5 sale of orthopedic or 


comfort footwear, like the sale of most other things, 
comes down, in the last analysis, to the individual 
contact of one person with one other person, namely 
the salesman with the customer. 

In every retail transaction there are at least three 
elements or persons involved, the merchant, the cus- 
tomer and the salesperson. In the average trans- 
action the first and the second do not come into con- 
tact. It is obvious, therefore, that the success of the 
one and the satisfaction of the other depends largely 
on the character and intelligence of the person in 
between, that is, the salesperson. 

It is reasonable to suppose that the salespeople who 


best understand the purposes of the merchant and 
the needs of the customer are the ones who are going 
to be the most helpful to both. The importance of 
properly trained salespeople cannot be overestimated. 

In the field of wearing apparel, at least, it seems 
to me that there is no article of retail sale that re- 
quires so much technical skill as the sale of shoes. 
That the job is not being sufficiently well done is 
painfully evident when we observe the ill-fitted shoes 
on the people we meet on the street, particularly 
women. And I am going to place the blame for that 
condition exactly where it belongs, on the shoulders 
of the buyers and executives of shoe stores. If the 
people who are fitting your customers are not doing 


Sale of shoes of the corrective type need not conflict with the sale of shoes of the style class. They should supplement each other. Every 
woman buying style shoes also needs shoes of the more practical sort. 
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Corrective Shoes Pe i. 


a good job, it is because you are cither careless or 
indifferent as to what kind of people you employ or 
do not fully appreciate the effect on your business 
of careless salesmanship. 

If this line of thought is followed to its logical 
conclusion, it means more than just carelessness. In 
the mark-up of your merchandise there is, or should 
be, a definite service charge. If you do not deliver 
that service to your customers, you are depriving 
them of something for which they are asked to pay. 

Here. I am, still harping on this question of fitting 
and service when what I set out to do was to discuss 
the relative merits of a specialized department for 
the sale of orthopedic shoes as against promiscuous 
selling by all the salespeople. 

The question of trained salespeople, however, is 
of such importance in either method that I have no 
apologies to offer for laying special emphasis on it. 

In presenting the reasons for and against a spe- 
cial department for orthopedic or comfort shoes, may 
I say first that I have had extended experience with 
both methods. The result of that experience is that 
if I were putting in such a line of shoes today I 
would unhesitatingly decide to have them sold by 
every person in the store. More than that, I would 
not keep in my store any salesperson who failed to 
take an interest in that part of the business after 
reasonable instruction in the need and use of such 
shoes. 


The reason usually advanced 
for separating orthopedic shoes into a department 
by themselves is that the people who sell only these 
types of shoes will give better service. For con- 
venience of illustration, let us say that vou have fifty 
salespeople, of whom five are assigned to orthopedic 
shoes. This means that only 10 per cent of your 
sales force is interested in this particular part of your 
stock. Or, to put it another way, 90 per cent of your 
sales force is ignorant or incompetent, or both, in so 
far as that particular part of your business is con- 
cerned. 

It has been my experience—and I have found it 
to be the experience of others who have carefully 
watched. the matter—that where the comfort type of 
shoes have been placed in a separate department, the 
general sales force has been uniformly indifferent 
to this part of the business, and rarely indeed was 
any customer referred to it unless that customer 
specifically asked for that type of footwear. 

More than that, the special department frequently 
becomes a convenient dumping ground for the diff- 
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Salesmanship Isn’t Enough 


While you are planning Foot Health Week 
promotion, why not check up on the quality of 
your selling as well as upon the completeness of 
your stcck. 

The purpose of Foot Health Week is to focus 
attention on the need of certain types of shoes 
to meet certain foot conditions and to serve 
certain uses. The most you can hope to accom- 
plish through your advertising and publicity is 
to put the question of corrective shoes into the 
minds of customers. It remains for your sales- 
people to answer whether corrective shoes are 
needed, to determine what kind and how they 
should be fitted. 

When a customer comes into your store in 
need of corrective or comfort shoes, the conduct 
of your salesman will very likely determine 
whether that customer will become a permanent 
patron of your store or will be lost to your com- 
petitor. The relation between the shoe salesman 
in this instance is not unlike the delicate personal 
relation that exists between a physician and a 
patient. It can be cemented into a lasting rela- 
tionship or it can be severed by a false move cr 
a statement that destroys confidence. 

Mere sales ability is not sufficient to sell cor- 
rective shoes. The salesperson must actually 
know feet and shoes and how to fit them. 














H a . es f 
_ J 


cult customer the salesperson wants to get rid of. It 
is so easy to say, “Perhaps you could be better suited 
or fitted in our special shoes. I'll take you over 
there.” That happens, and the larger your store, 
the oftener it happens. 

The sale of shoes of the corrective or comfort type 
does not necessarily conflict with the sale of shoes 
of the style class. They should supplement each 
other. The sale of the comfort shoe should not stop 
the sale of style shoes, even to the same customer. 
On the other hand, the sale of comfort shoes should 
supplement the sale of style shoes. Every woman 
buying style shoes also needs shoes of the more prac- 
tical sort. Not necessarily ugly shoes, but shoes es- 
pecially styled and constructed with the idea of prac- 
tical use and comfort. 

This presents a wonderful opportunity for sug- 
gestive selling which is utterly lost when only 10 
per cent of the sales force is interested in this type 
of footwear. [ruRN To PAGE 40, PLEASE] 
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“Prosperity is nothing more than passing 
of goods from one person to another.” 
—Henry Ford 


Stick to THE first experience 

Regular of most stores return- 

Selling ing to regular prices 

has been a sharp drop 

in numbers of sales 

. made. But that was 

to be expected. To- 

day’s public does not change its 

mood to suit the merchant. Today’s 

public must find out for itself that 

clearance with odds and ends and 

plenty of rubbish is hardly the thing 
to enter spring with. 

The public knows the solid, sub- 
stantial truth that there is “a style 
valuation in new _ merchandise.” 
This is by no means a new prin- 
ciple. Many merchants in shoes 
seem to have forgotten that. We 
can sense it by the fact that they 
have ignored it entirely in their ad- 
vertisements and in their windows. 
These merchants continue to go 
along on the principle that a shoe is 
nothing but leather, nails, thread, 
etc. 

The only real selling excuse that 
a store has outside of the old stand- 
bys of fit and comfort is the fact 
that there is a style value in all new 
commodities. 

We have urged merchants to re- 
turn to regular prices. But the 
term “regular” does not mean high 
prices, but rather a regular mode of 
pricing, advertising and displaying— 
something that is removed from the 
fever of clearance and goes back to 
the regularity of style, season and 
sense in merchandising. 

The new shoes are prettier 
than any fashion vintage of the 
past five years. Possession of 
these new shoes gives to the cus- 
tomer a style sense and a style 
appreciation. These new shoes in 
line, pattern and design are true 
harbingers of Spring. Nature 
changed to a fresh new dress and 
people will follow, just as sure as 
warm weather follows cold. The 
new shoe is an emblem of Easter 


today, even more so than hats. 

Try to express in concise, defi- 
nite terms, that there is a fashion 
valuation in new merchandise 
and the public will come to your 
store to replenish and revitalize 
their attire. 

We don’t want to see a return of 
the “neatless’ days of the war. 
What this country needs is a grow- 
ing demand for new things. Noth- 
ing kills ambition and life itself 
more than dead, old things—apparel, 
homes and_ surroundings. They 
wear people down. They deaden 
enterprise. 

May we urge the supreme impor- 
tance of a style valuation in new 
merchandising and refreshing of 
your advertising in your windows 
and your service, to stimulate that 
demand that comes with a new sea- 
son. 


War or THERE was a line 
Economic in last week's lead- 
Emergenc ing editorial that 
y prompts us, this 

week, to flash back 

e to October, 1918, 
because of a state- 

ment by Bernard M. Baruch before 
the War Policies Commission in 
Washington on March 6, 1931. The 
line that we have reference to 
reads: “Here we stand, one indus- 
try unique in ‘oneness’ of purpose. 


: If it were possible to think 
of the shoe industry as a one-man 
managed business with 120,000,000 
customers. actin ee 

Now let us read what Mr. Baruch, 
financier and former chairman of 
the War Industries Board, said 
should happen in case of “war.” 
First he says: “In modern war, 
administrative control must replace 
the law of supply and’ demand.” 
Mr. Baruch now tells how this is to 
be done by “proclamation to decree 
every price in the whole national 
pattern—there shall be one maxi- 
mum that henceforth may be charged 
for anything—rents, wages, interest 
rates, commission fees—in short, 
the price for every item and service 
in commerce.” And as Mr. Baruch 
goes on, he says: “Had the war 
gone on another year, our whole 
civil population would have gradu- 
ally emerged (as wardrobes and in- 
ventories became exhausted) in 
cheap but serviceable uniforms. 
Types of shoes were to be reduced 
to two or three.” 

Many of us can remember the at- 
tempts made in September, 1918, by 
the War Industries Board, Bernard 
M. Baruch, chairman, to test out a 
similar theory under stress of war, 
with the shoe industry as the one 
“sample” industry. Mr. Baruch 
does not forget the plan then pro- 
posed and he now says _ that 
“whenever Congress shall declare 
war or the existence of an emer- 
gency due to the imminence of war 

it shall be unlawful for any 
person to buy, sell or otherwise con- 
tract for any service, right or thing 
at a higher rate, rent, price, wage, 
commission or reward than was in 
effect at the date to be determined.” 

Let us hope no such emergency 
will be produced for any other rea- 
son than war. Let us hope that 
there will never be an occasion of 
an emergency due to the imminence 
of commercial war, to force any 
such regulation of industry. 

If you will remember back, the 
regulations of industry fixed an ar- 
bitrary date, Oct. 15, 1918, on which 


Boor AND SHOE RECORDER 
vombining THE SHOB RETAILER, March 14, 1931 








2 SF SS Se ee ee ee eee 


Editor’s Angle 


ater) fladlovens 


Editor 


Copyright 1931, Boot and Shoe Recorder Publishing Company 
Division of United Business Publishers, Inc., New York 














business depression? 


—What do you mean by that? 


year period. 


have recently suffered. 





all orders for shoes were to be taken 
on standard specifications and what 
is more these classifications were to 
be operative at retail “In Class ‘C,’ 
women’s and men’s shoes—$3.00 or 
as near this price as possible, but 
not to exceed $5.50. Class ‘B’— 
men’s and women’s shoes $6.00 or 
as near this price as possible, but 
not to exceed $8.50. Class ‘A’— 
men’s and women’s boots $9.00 or as 
near this price as possible, but not 
to exceed $12.00.” Retail mer- 
chants of the country were asked to 
pledge themselves to eliminate the 
sale of all shoes at higher prices. 
The fact that the shoe industry was 
unique in its oneness prompted that 
proposed experiment in the last weeks 
of the World War. It never went 
into effect, but the machinery was 
there for its promulgation. Shoes 
were to be the laboratory example 
for all industry—just as in a future 
war or a future emergency due to 
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ASK ME ANOTHER 


—Have business men learned any real lessons from the recent 


—Yes—one especially—‘‘In Times of Peace Prepare for War.” 


—Simply this; that business, just as the human body, must have 
reserve strength to withstand the ravages of hard times. 
business men now realize that it is the better part of wisdom to 
set up ample reserves in good times to enable them to carry on in 
bad times. Assuming that three years in every ten years will be 
below normal we should set up sufficient reserves during the 
prosperous seven year period to protect us during the lean three 

If we should all do this we would obviate the 

necessity of enduring any more extreme depressions such as we 


, a ss 


Wise 


President. 





the imminence of war would auto- 
matically return some such sort of 
regulation. 

Now, a major regulatory scheme 
such as this does not slip out of the 
memory of men, even though thir- 
teen years have passed since the first 
proposal. We trust that this nation 
will never disturb the peace of the 
world and at the same time we trust 
that no such lingering thought of 
regulation exists for use in times of 
emergency other than war. We see, 
however, the menace of an idea of 
price fixing at retail. That is some- 
thing that dies a slow mental death. 


THE passing of big 
Bill Elliott was more 
than just death call- 


The Power 
of an Idea 


> ing a man big in 
stature, heart and ac- 
It was the end of an 


complishment. 
ambition. 
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Some forty years ago Bill had an 
idea. It was centered in the little 
shoe buttons that he carried around 
in his pocket, tossed on the table and 
dreamed about. He worked on his 
idea and evolved the mechanical fin- 
gers of the automatic button-fasten- 
ing machine. One machine and one 
patent led to another and another, 
until he finally had the button-fast- 
ening machines used in retail stores 
pretty much “buttoned up.” 

It’s all right to have an idea and 
a machine, but what about the mar- 
ket? Then Bill began to think in 
terms of influence on fashion in such 
a way as to make buttons plentiful 
per pair. He went through his first 
button prominence and then started 
to build for his second cycle. He 
wasn’t deterred by a great World 
War. He wanted buttons and plenty 
of buttons to keep the machines in 
retail shoe stores clicking a royalty, 
and did he do it? Well, any shoe 
merchant who remembers 1917 can 
tell you. For the two years previous 
he filled every newspaper in the 
world with pictures of legs in high 
boots. Then came the deluge. 
Eighteen-inch boots, 36 buttons to the 
pair. 

Believe it or not, a button and 
well-directed publicity was back of it 
all. The world was button conscious 
through the efforts of one man. Bill 
lived to build for another cycle, and 
the thirteen-year button swarm was 
scheduled for 1930. When skirts 
lengthened, he was elated for it was 
working toward his button boom, but 
something was wrong with the whims 
of women. What he needed was 
something in every home that would 
automatically button the button boots 
or something. 

Last week we told the story of his 
death. Let us in this short story give 
to him his place in industrial history. 
Few men go through so well-rounded 
a life. Few men can carry on their 
own shoulders so huge a promotional 
undertaking. Few men discover the 
philosophy of patience and persever- 
ance. His was a great achievement 
in its time. He was big, indeed, fra- 
ternally and industrially. 
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11-19 Mercaptile Sq. St 


annieted 
W. O. McNaughton, Chiropodist 
Tuesday and Wednesday 
Evenings 
8.00 to 9.30 P. M. (22772031 MERCANTLE $0. BANGOR 
at 50 Main Street 
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ment is entirely free of charge. PAPERS FOR AN IMPORTANT 
i At this time we recommend this special oppor- 
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venience of those who work during the day and those 
\ A 


who live out of town. 
4—Advise a specific foot treatment for every case 48 Main Street 
presented 
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THE FREE FOOT CLINIC WALL— 
1—Give immediate relief to ell painful feet—euch. 
as treating corns, bumions, callouses, etc. 











5—Adjust or readjust any arch supports now worn. 
6 Show how home massage treatment is needed— 
and used. 


7—Demonstrate specific exercises for toot «il ments. 


A. J. Schiro of the Standard 
Shoe Store of Bangor, 


method. 

We Urge Every Foot Sufferer 
To Use This Free Service 
Tueeday-Wednesday—April 22-23 

6 to 9:30 p.m. 
50. MAIN STREET—UPSTAIRS 
Over Standard Shoe Store 


Maine, is a Foot Health 

Week enthusiast. Here is 

part of last year’s campaign. 

It will be greatly increased 
this year. 
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Enlistment for Foot Health Week, 


brings into the campaign the “Walk For Health 
Association of America,” under the direction of 
President Diran A. Kirk. This organization has as 
its slogan: “GET ON YOUR FEET.” It represents 
the central organization of a group of fifty walking 
clubs with a membership of over ten thousand. 
The association has the indorsement of the Board 
of Health of New York and two hundred other 
Boards of Health. It is one of the fastest growing 
movements built around hiking and walking activi- 
ties by city people. 

Mayor James J. Walker of New York, the best 
known “Walker” in the world, has supplied a slo- 
gan: “WALK TO WORK AND BE HAPPY.” The 
Walkerian view on walking developed through a 
discussion of the gift of park land and he expressed 
himself on the almost lost art of foot locomotion. 

This week, President A. H. Geuting of the Na- 
tional Shoe Retailers Association, sets National 
Foot Health Week as a promotional plan for the re- 
tail shoe industry, April 19-25. He says: “This 
gives every retailer an opportunity to stress foot 
health shoes, taking them out of the category of 
just merchandise, such as handkerchiefs, and an 


Signs of Spring 


“In the months of spring 

streams awake, robins sing, 

grass grows green and sap 

begins to tickle trees about 
the shins” 


FOOT HEALTH 
WEEK IS NEAR 


Plan to join this great national 
campaign which leads all people 
into shoe stores and service. 


opportunity to give the nation an understanding of 
the importance of good fitting, wholesome shoes.” 

He further states: “Mention Foot Health Week in 
your advertisements. Make special displays in your 
windows. Play up the service side of your bus- 
iness to promote and dignify the shoe craft, for it 
is indeed a semi-professional business and an op- 
portunity for service possessed by no other article 
of wearing apparel.” 

This week Hon. Senator Royal S. Copeland, M.D., 
has agreed to serve as honorary chairman of Foot 
Health Week and will open the Week with a nation- 
wide radio talk. 

This week Dr. Hal P. Smith, chairman of the 
committee for the promotion of foot health, with 
headquarters at Indianapolis, appoints state direc- 
tors from the outstanding members of the affiliated 
National Association of Chiropodists who, in turn, 
will designate city and town chairmen to cooperate 
with shoe retailers and other groups interested in 
Foot Health Week. 


Once again, in 1931, shoe merchants have an op- 
portunity to put the power of their efforts and in- 
fluence behind a Nation-Wide Foot Health Week, 
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combined with the best minds in the country interested 
in health and science. 

It would interest, and perhaps astonish many re- 
tailers if they could read the reports that came out of 
Foot Health Week last year. One impression stands 
forth vividly in the story of Foot Health Week in 
1930. It is that of its nation-wide observance. Not 
merely did every State plan for it, talk for it, work 
for it, but small communities, little merchants re- 
mote from centers where the plans were made and 
help was available, observed Foot Health Week. 


Programs of great interest 
because of their originality and practicability, were 
sponsored by shoe merchants from the Atlantic to 
the Pacific. Approximately ten thousand retail shoe 
stores undertook the “noble experiment” of educating 
the public in the importance of foot care generally. 
Cooperation was enlisted from schools, colleges, 
health associations and civic groups. The part played 
by the shoe stores of the country was a yeoman ser- 
vice to feet. 

April 19-25 is the era for a concerted action for the 
prevention of foot defects. This period has been se- 
lected out of all the year because it is a time when feet 
are below par. Sedentary life during the winter, a 
minimum of sunshine with its health-giving ultra 


violet rays, the wearing of heavy shoes, covered in 
some localities with rubbers, is responsible in no small 
way for the weakness of feet in the spring of the year. 

Foot Health Week is more than another week de- 


voted to some propaganda idea. It is a contribution 
to health of tremendous merit. Its acceptance by shoe 
manufacturers, retailers and the newspapers, is par- 
ticularly significant. Sponsored by a profession op- 
posed to advertising on sound principles of ethics, it 
advances a method in the promotion of health that sets 
an enviable example to allied groups and proves the 
power of organized effort. It causes a nation to be- 
come foot conscious. 

Every shoe merchant would do well to hook up 
with Nation-Wide Foot Health Week and carry a 
message of foot health to a foot weary public. The 
public needs more changes of shoes each day; a va- 
riety of shoes is conducive to foot health. Shoes for 
a purpose—style has its place, correct shoes have their 
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place, both combined have an increasing place in every 
shoe store. 

Be Healthy—WALK! is the slogan of the week. 
Walking is the best exercise and the cheapest. 

Each State will have a Foot Health Week Chair- 
man who, in turn, will organize a staff of assistants 
to promote the entire program. Long before the 
week the press of the Nation will be told the story and 
the advertising departments of newspapers will have 
plans for a Foot Health Section, wherein the mer- 
chant may advertise his correct shoes and foot health 
service. Cooperating with the papers, leading medi- 
cal writers will write on subjects pertaining to feet 
and shoes. 

The week opens on Sunday, April 19, and on that 
day the papers will issue their first Foot Health Sec- 
tion to be followed by daily features during the re- 
mainder of the week. Radio broadcasts will play a 
big part in this compaign for foot consciousness. Lec- 
tures will be presented to Parent-Teacher Associa- 
tions, public school children, police officers, letter car- 
riers, nurses, and civic groups. 

Many shoe merchants, with the best newspapers in 
the locality, will sponsor walking contests, good feet, 
small feet, or perfect feet contests. 


A nation of shoe retailers 
will combine with the National Association of Chirop- 
odists-Podiatrists and the National Association for 
Foot Health in a committee for the promotion of foot 
health and adopt this attractive program: 

Sunday, April 19—Foot Health Section in news- 
papers, editorials, radio talks, and opening of con- 
tests. 

Monday, April 20—Foot clinics for industrial em- 
ployees, talks in public schools, examinations of the 
feet and fitting shoes to Governor, Mayor and city, 
town and State officers. Radio talks by public health 
directors. 

Tuesday, April 21—Foot analysis of police and let- 
tér carriers and talks to them on foot health. Radio 
addresses by presidents of State Associations of 
Podiatrists. Foot clinics for welfare cases. 

Wednesday, April 22—The nurses in hospital 
schools will view a stereopticon lecture and assist in 

[TURN TO PAGE 50, PLEASE] 
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Heel to Ball 


Heel to Toe 


3—Ball Width 
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interested shoe fitters: 


How Do You Know When 


if @ The Recorder’s Question Contest for retail shoe salesmen has aroused tremend- 
ous interest. This week we publish more answers to the first question: How do 
you know when a shoe fits? Now for the next question. 


@To sell shoes successfully two things are necessary: First, the ability to fit 
feet correctly. Second, a proper conception of the purpose for which the shoe 
is intended. Now, perhaps we’ve given you our idea of the answer before we've 
told you the question. But we’re open to conviction if your idea is better than 
ours. Anyway, here’s the question:— 


@ How do you close a sale so that the customer will come back? Please limit 
answers to 100 words. Mail by March 21 at the latest. A check for $10.00 will 
be mailed to the salesperson who sends in the most logical and helpful answer. 


A significant feature of the 


answers to the fitting problem was the almost uni- 
versal stressing of the need of properly gaging the 
ball to heel fitting. One shoe fitter posed to show 
just how he thought it should be done. 

One letter typical of the hundreds of thoughtful 
replies received came from L. E. Baty, Syracuse, 
N. Y., who presents his formula as follows: 


When the length of the long arch of the foot 

from heel to Ball-joint, corresponds with 
length of the long arch of the shoe, with the 
foot in the shoe bearing normal weight on 
heel of correct height. 


When the forepart of the shoe is long enough 
to allow at least one half inch free space 
ahead of the great toe, with foot in shoe 
bearing normal weight. 


When the shoe feels comfortably snug across 
the ball of the foot, bearing normal weight. 


When the outline of the forepart of the last 
conforms to the outline of the forepart of 
the foot, bearing normal weight. 


When the line of angularity across the ball 
of the last coincides with the angle of the 
foot on this line. 


When the contour of the last from the ball 
joint back towards the heel conforms to shape 
of the foot in this region and carries a height 
of heel which will produce a normal poise of 
the foot. : 


When the style and pattern are found suit- 


able to the foot, and for the purpose for 
which the shoe is to be used. 


/ Practically the identical points were stressed by these 
C. B. White, Stapleton, N. 
Y.; F. A. Hohit, St. Paul, Minn.; R. J. Malay, Akron, 
Ohio; Mary Katherine Merchant, Pueblo, Colo.; 
- Frank Kirby, Larned, Kan.; John F. Skiffington, 
Manchester, N. H.; Michael Sokolowsk, Astoria, N. 
Y.; Myer Kirsner, Milford, Mass.; E. A. Dewr- 
brouch, Kansas City, Mo.; Jack A. Baer, Roanoke, 
Va.; Mrs. W. A. Ives, Sturgeon Bay, Wis.; C. Robert 
Allman, Madison, Wis.; Al Davis, Detroit, Mich.; 
W. O. Love, Birmingham, Ala.; Henry Levy, St. 
Louis, Mo.; T. R. Newberry, San Angelo, Tex.; C. 
H. Boadt, Racine, Wis.; Jack N. Brinton, Nashville, 
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Tenn.; M. D. Allen, DeKalb, Ill.; H. M. Jefferies, 
Elkin, N. C.; Edgar D. Pritchard, Jr., Pittsfield, 
Mass.; G. A. Stovall, Brownsville, Tex.; Orrin A. 
Kohl, Akron, Ohio; Morris Selman, Hamtramck, 
Mich. ; Isadore Weller, Altoona, Pa.; Harry J. Hy- 
land, Andover, Mass.; Aaron Gluckman, Bronx, N. 
Y. City; Ralph E. Pautz, Janesville, Wis.; Harry 
W. Kietzman, Topeka, Kan.; K. T. Bartlett, Mon- 
tevideo, Minn. ; Ross E. Claybaugh, Colorado Springs, 
Colo.; M. Porter Anglea, Nashville, Tenn. 


. How Do You Know? 


How do you know when a shoe really fits? 
How does a pilot know where to steer a ship? 


How does a doctor know what’s wrong with 
you? 

sae’ does a sawyer know where to start on a 
og? 

How does a lumberjack know how to “Birl” 
a log? 


How does an Arab know his way in the desert? 


How does an aviator know when to “pull his 
stick”? 


How does an artist know his colors? 
How does a musician know his notes? 
How does a printer know his type? 


There’s ONE answer: 


You’ll KNOW—when experience has taught 
you. Until then, you’ll just have to guess. 


J. S. Lovett, Stark Altmaier, Inc., Columbus, Ohio 


= 


SHOE FITTERS: Send in your idea of a good prize ques- 
tion that will arouse helpful discussion. af 
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a Shoe Fits? 


Ball to heel measurement is commonly recognized among shoe fitters as being vitally im- 


portant in assuring a proper fit. 


Some of the answers submitted in response to the 
Boot AND SHOE REcoRDER’s inquiry follows: 


H. C. Fath, Kansas City, Kan. 


I feel there is only one way to judge shoes for fit 
and comfort from the fitting stool. First, a No. 1 
knowledge of foot construction in all its conditions, 
also the same knowledge of shoes. Secondly, note 
the ease and smoothness of foot entering shoe. Lace 
up and ask customer to stand. If no cramped con- 
ditions show up in regard to length or width at toes, 
rest assured the shoe fits and will give wearer com- 
fort for a limited time. 


* * * 


Gunter F. Jacoby, whose home is in Germany 

One has to know about the form and peculiarities 
of the foot, about the size system and about the fit- 
ting characteristics of the last over which the shoe is 
made. The shoe must fit close to the foot, without 
hurting the wearer, a point that only the wearer can 
determine. The correct position of the foot in the 
shoe is a matter of common knowledge. 
experience education every shoe man should realize 
that he alone is responsible not only for the reputation 
of the firm he is with, but also for the foot health 
of his community. 
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Beside all: 


More Answers from Salesmen 


to This Vital Shoe Question 


a 
Vv 


A. D. Newman, Chicago, Ill. 

To make a long story short, 
if the foot can function natur- 
ally, you know the shoe really 
fits. * * * 


John B. Hodges, Savannah, Ga. 


The factories are today 
manufacturing shoes to fit the 
different types of feet, there- 
fore if the public enjoys the 
benefit of this wonderful im- 
provement in this line, certain- 
ly every shoe salesman should 
seek the very best training. In 
my opinion shoes fitted with- 
out such training is only guess- 
work, on the other hand, the 
proper training will mean that 
more shoes will be sold right. 

* * * 
J. H. Geiger, Richmond, Va. 

A shoe fits when the arch 
conforms to the shape of the 
foot and there are no wrinkles 
in the upper when the customer stands with her weight 
on the shoe, and the shoe feels comfortable. 


x * * 


M. W. Simpson, Kansas City, Mo. 

Have your customer stand full weight on the shoe 
that you have fitted. If the ball of the foot rests in 
the widest part and there is no surplus leather in the 
vamp, then the shoe fits. 


* * * 


Entroth Shoe Co., Grand Rapids, Mich. 

There are four primary essentials to be considered 
in the proper fitting of a shoe. Namely, does the shoe 
appear to be the proper type for the foot being fitted? 
Does the ball of the foot settle about even with the 
vamp of the shoe? Is the shoe close fitting at the 
back, and does it hug the heel? Does the arch of the 
foot rest evenly in the shoe proper? If the shoe meets 
these requirements, a proper fit is the logical assump- 


tion. 
* * * 


J. M. Conekin, Philadelphia, Pa. 
My experience has taught me that there is neither 


a device for measuring feet nor any size indicator 
[TURN TO PAGE 52, PLEASE] 
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PROFITS—Final Test of 








ULTRA- MODERN MODERN 





c= success lie in having 
one’s name over an elaborate front on Main Street or 
Fifth Avenue? In having a host of back-slapping 
friends who greet us as hail fellows and often quote 
us? In doing a tremendous volume of business but 
crossing the street whenever we see our banker? In 
attending meetings at which the pros and cons and 
the rights and ills of humanity are subjects? In per- 
petually being a booster, helping to build for a better 
tomorrow, a tomorrow which we may never expe- 
rience in our business life? 

Or does success, simply stated, consist in “finding a 
bit of net profit at the bottom of one’s balance sheet at 
the end of the year?” That, I believe, is the story. 
We are in business for profit, and the larger sus- 
tained profit we net the greater our success. I do not 
mean profit for a month or a year or so but a steady 
profit, averaging over good years and poor. 





There are, in every community, varying types of people. To 

one class we can sell only very conservative or staple styles. 

To another class only the very newest and most ultra modern 

has any appeal, while to others fit and gracious simplicity of 

line and color have the call. Our basic stocks should include 

a sufficient number of shoes to appeal successfully to the class 
or classes of trade to which we cater. 
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It is not necessary to charge 
the public exorbitant prices to 
earn money and one may profit 
and still give greater values and 
better values and better service 
than a competitor who is con- 
stantly in the red. I believe it is 
merely a matter of aliveness and 
control—alertness to the trend of our type of busi- 
ness as a whole and the tendency of our own or indi- 
vidual business. The shoe trade, like every other bus- 
iness, is constantly evolving small differences, minute 
changes, perhaps, but changes which, if they go un- 
heeded, may spell disaster. Each of our establish- 
ments must run with the current of change, bending 
itself to conformity rather than abruptly about-facing. 
If we are possessed of this happy faculty of adapta- 
bility, we are that much on the right side of the ledger. 

It is an impossibility to fight against the basic law 
of economics, that of “Supply and Demand.” We 
are retailers or manufacturers in business to supply. 
Yet we can only supply that for which there is a 
demand. We cannot glut our commodity market for 
a too extended period; we cannot force merchandise 
for. which there is little or no demand. Whether we 
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Success in Retail Shoe Selling 


By RICHARD D. HOFHEIMER 


Actual experience in the management of one of the large and successful 
independent shoe stores of the South qualifies Mr. Hofheimer to analyze 
with. authority the elements that make for efficient merchandising. 


vv Vv 


like the idea or not, we are harnessed. Progress we 
can make certainly but sane progress is the oniy 
steady progress. 


A most important factor in any 
business is control—a complete and comprehensive 
knowledge of our organization and of all of its com- 
ponents. We must know the variant strengths and 
failings of all branches of our organization and of all 
those composing them. Around our strong points 
we must build for progress, utilizing all factors that 
are favorable—playing them up and increasing their 
strength. If ours is a business in which style is the 
greater interest, we must constantly be in the lead 
with newer and smarter merchandise. If, on the 
other hand, fitting is paramount with the style element 
reduced, we must emphasize this strongly and our 
stocks must bear out our story. We must train our 
sales staff continually to build their sales talk around 
those features which we want to impress upon our 
public. Give them something to talk about so that 
they do not draw out the thread of their verbosity 
finer than the staple of their argument. 

The story of profitable success is a series of suc- 
cessful ventures. Successful planning, successful 
buying, successful merchandising, successful adver- 
tising and successful selling, all of which must be 
planned with the scope of our business taken into 
consideration. Successful planning for merchandise 
which is intended for the masses may make no appeal 
whatsoever to the clientéle of the very select estab- 
lishment, while the individuality and thought put into 
the finer types of merchandise may be entirely lost in 
the sea of volume. Store service is essential but it 
should essentially be built around the type of trade to 
which each store caters. Certain services which may 
only satisfy one type of customer will make another 
suspicious. 

There are fundamental differences in the various 
types of establishments which we operate and in our 
planning we must not only point our basic stock 
toward the ultimate aim of upbuilding that reputation 
which we already possess but we must feature such 
merchandise as will enable us to bear out our plans. 
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In successfyl buying we must know what merchandise 
is already on our shelves, what disposal of it we can 
make, how, whatever trend fashion may take, it is 
going to fit into the picture of the merchandise which 
we have, and have an idea as to whom or to what type 
of person whatever styles we may select are to be sold. 

There are in every community varying types of 
people. To one class we can only sell very conserva- 
tive or staple styles. To another class only the very 
newest and most ultra modern has any appeal, while 
to others fit and gracious simplicity of line and color 
have the call. Our basic stocks should include a suf- 
ficient number of shoes to appeal successfully to the 
class or classes of trade to which we cater. This is 
the foundation of many successful businesses and 
should be carefully watched. 

Each department of every business should be care- 
fully budgeted. Every merchant should know his 
market. If he expects increases, he should be in 
such a position that he can take care of them or if he 
has reason to believe that a decline is in order he 
should make his plans so that a recession in business 
will mean no more than a normal recession in profit. 


© omnoiiilie of all kinds 


are continually shifting in price. Our stocks should 
be kept in such condition that a sharp recession will 
not catch us in a position in which we will show losses 
hard to retrieve. In the event of price advances, a 
low clean stock will always allow us to introduce new 
items which can be turned over profitably. The av- 
erage price of any multi-price store will vary over 
the course of years, indicating an increased demand 
for higher or lower priced merchandise. No matter 
how obdurate we may feel on the subject we must in 
some measure cater to the demands made upon us. 
To blindly blunder along, hoping that things can be 
taken care of in stride, is more than likely to mean 
that full benefit is not derived from increased business 
or that decreases lead to losses. 

There must be a certain amount of elasticity in 
every mercantile business. In catering to the wills 
and wants of people one is dealing principally with the 

[TURN TO PAGE 54, PLEASE] 








hen the Boy 
Gets a Break 


Summer Season Presents a Variety 
of Smart New Styles for Juniors 


M\anutacturers now realize that there 
is a field for new patterns and combinations in boys’ 
shoes. Outstanding firms have created high-grade 
and smart shoes at a price. These shoes are a small 
edition of the men’s types and combinations, with 
sufficient changes of lasts to take care of the grow- 
ing feet. Volume operators, sensing this new trend, 
are grading up their style to meet this new demand 
for styleful boys’ footwear in price lines. 

Many high-grade lines have found that by using 
domestic and B-plus stock in the uppers and by plan- 
ning their definite orders and production, that even 
the finest shops will recognize the feasibility of such 
a stock to offer the price the boy public can pay. 

It is interesting to know that the influence of the 
black shoe being worn by men has carried down to 
the boys’ lines so that boys who would ordinarily 
prefer a tan shoe are now buying black. There 
should be a pair of tan shoes worn whenever it is 
right to do so, so that we will not begin to feel the 
same lack of color in boys’ shoes that the retailer has 
felt in the men’s business. 

The vogue of sport shoes for men, particularly the 
two-tone combinations that now enjoy such a wide 
popularity, has opened a wide field for new and at- 
tractive types in boys’ footwear. Black and white and 
brown and white combinations are being featured in 
many lines, not only in the higher priced grades but 
in medium and popular priced lines as well. Equally 
attractive and more serviceable, perhaps, are the sport 
shoes in two tones of brown also to be found in the 
boys’ lines for summer. 


No. 1.—Boys’ moccasin in tan calf. This type shoe is the big seller 
in all grades. Sells with or without rubber soles. 


No. 2.—Black calf utility shoe shown in popular grades and also in 
price lines. This last has the slightest tendency of a 
squared line. 


No. 3.—Two-toned sports oxford, which is selling freely in black 
and white combinations. The square toe is particularly 
suited to sports use. 


No. 4.—Russia calf oxford which is perhaps the best all around 
may 4 in high grade stores. Again we have the semi-square 
toe last. 
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These shoes give : AS 
scientific support to — vo ‘ NP Le ip 
both metatarsal and i LNG 2 
longitudinal arches. : : 
They are made with 5 
&@ gentle depression 
for the contour of 
the bottom of the 
foot. 


Note how the back 
Dart will hug the 
ankle and being cut 
on right and left 
patterns will not 
chafe the outside 
ankle bone. 






Cut-away view showing 
corrugated steel support 
for the foot arches. 






DD25 
Men’s Black Calf Bal Oxford. Double 
Duty Shank. USMC Ply Rubber 
Heel. 108 Arch Last. Two width 
combination, 
DD26—-SAME IN BROWN CALF. 


Ten other styles 
IN STOCK. 
Write for catalog. 
























The $9 and $10 business is worth while— 
and easy to inerease in volume and stock turn. 


The business in the $9 and $10 price field comes chiefly from a 
substantial type of men who prefer conservative, staple styles. Most 
of these men need the comforting foot support that the Holland Double- 

Duty Shoe provides—features that teach the foot the full meaning of 
the word “easy.” 

Cultivate this business with Holland Double-Duty Arch Shoes from 
stock. Carry a minimum stock for your needs all the time and order 
size-ups every Saturday night. This plan has enabled many a mer- 
chant to run a two-time turnover into a four-time turnover, which 
means doubling the profit on the stock investment. 

Holland Double-Duty Arch Shoes, properly merchandised, will 
enable you to win and hold more buyers of $9 and $10 shoes—and to 
convert a host of $6 customers into the practical economy of grading 
up to the Double-Duty standard of more miles of service in wear, looks 


and foot health. 


HOLLAND SHOE COMPANY HOLLAND MICHICAN 
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Maltz Building, Brooklyn, N. Y., leased through Mr. 
Pousson, of Brown, Wheelock, Harris, Vought & .» Inc. 


| THE 
| PROOF OF THE PUDDING 


We move to larger quarters 
at 25 Lafayette Street, Brook- 
lyn. 

; Why? 
i Because there is always a 
demand for the best. That’s 
our creed. It must be yours, 
too, or you wouldn’t force us 
to move. 


| IS IN THE EATING 


Because you concede 
Tupper Slippers to be the 
best, we have outgrown our 
home. Our standard demands 
that we zealously guard quality 


of materials, workmanship, 
j and service. 

; For better service — we 
4 


move! 















TUPPER SLIPPER CORP. 
25 LAFAYETTE STREET, BROOKLYN, N. Y. 
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RO-CORD Soles and 

Heels will satisfy the 
hardest-to-please buyer. 
They’re as durable as a cord 
tire because made of the same 
materials—the cords being 
ON END. Furthermore, the 
Gro-Cord tread is perma- 
nently Non-Slip due to 
wear keeping the cord ends 
exposed. 


Write your shoe manufac- 
turer. He knows Gro-Cords 
sell well the year around. 
And don’t overlook the fact 
that the King B is exceeding- 
ly popular with golfers. Its 
cleatsarescientifically shaped 
and placed to grip in any 
direction. And tell parents 


Gro-Cords have been 
officially adopted by 
the Boy Scouts of America. 


LIMA CORD SOLE AND 
HEEL COMPANY 


Dept. 3-A -- Lima, Ohio 


Fully Protected by Patents 


NON-SLIP 


THEGRO-CORD 
KING B SOLE 
(shown above} 
Excellent for street 
and officewear.Pop- 
ular with golfers 
and other sports- 
men. Stylish, com- 
fortable, outwears 
all other soles and 
heels. And is per- 
manently Non-Slip. 
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“COLT” Merchandise 
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ate ave ac vege ai “a wee INCE 1899 Colt-Cromwell has 
wart ck ina 05 been recognized as the fore- - 
rot ent Sn most manufacturers and importers 
of Riding Boots and accessories. 
This undisputed leadership has been 
maintained for more than a quarter 
century and today, as always, the 
“Colt” trade-mark is your 
guarantee of the recognized 
standard of value. 


To keep abreast with correct 
Riding Style—is to keep in 
touch with Colt-Cromwell. 





Get Your Share of This Profitable Business! 


Take the advice of the Boot and Shoe Recorder—there is more interest in 


IN STOCK riding than ever before—get into this Boot business with both feet—en- 


trench yourself in your community as the headquarters for Riding Boots 





the World’s Largest Se- and accessories—and be sure to secure your requirements from style and 
lection of Riding, Hunt- price headquarters. 

ing and Field Boots and 

Accessories. 


Write Today for Complete Catalog B-77 











K 


COLT-CROMWELL CoO.,, Inc. * 


1239 Broadway Est. 1899 424 South Broadway 
New York City Los Angeles, Calif. 
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SHOE AD-VISOR 





A Page of Practical Selling Suggestions 





How About Your 
Mailing List? 


How many dead names are there 
on your mailing list? Not many? 
Listen to this! A tnail order con- 
cern with just one product to sell 
felt that its mailing list was not up 
to date. One thousand names were 
selected and investigated. 

Over 400 had moved since the list 
was made up! More than 250 had 
moved and left no forwarding ad- 
dress so it was impossible for ad- 
vertising to be sent on to them! 
Over 100 had already purchased the 
item being advertised! Twelve were 
dead! One was in jail! There were 
just about 200 real prospects on the 
list. 

We've frequently found merchants 
who believed in direct mail adver- 
tising who seemed proud of the fact 
that they had a BIG mailing list. 
They don’t seem to realize that a 
big list is frequently an admission 
of a faulty list. A big list in a small 
town just CAN’T be anywhere near 
100 per cent effective. 

Every mailing list ought to be 
thoroughly pruned at least once a 
year and January or February is a 
good time to do it, so that there will 
be no dead names on which to waste 
money when the spring campaign be- 
gins. There are dozens of ways to 
check your list. One is to have it 
done by the postmaster, at a mini- 
mum charge which is fixed by postal 
regulations. 

If you don’t want to do this you 
can check the names against the tele- 
phone directory. It is wise, too, to 
have your salesmen look over the 
list for they will note many dis- 
crepancies that you might miss. One 
central Illinois store hires a high 
school girl in each of the surround- 
ing towns to check its list annually. 

Or you can send out a letter with 
a return postal inclosed, asking 
everyone to please return the card 
with his correct address written on 
it. This is not always satisfactory 
because a great many people will not 
take the trouble to do it. 





JUST THINK 


Genuine Snake . . . Kid . . . Calf... 
Suede... And Other Desired Materials 
$3.95 °4.95 *5.85 
SEMIANNUAL SALE OF 
SAMPLE SHOES 
FOR WOMEN 
th of ep he ea erin om mt 
skin, silver and gold kid, black, white and colored brocades and satins, 
Ra See 





SAMPLES AND SPECIAL SELECTIONS—IN SIZES 3% to 64—A, B,and C WIDTHS 
MEN'S SAMPLE BLACK AND T4N SPORTS OXFORDS, 6%, 7, 7%, 8 C Width, 65.85 


MARSHALL FIELD & COMPANY 


BASEMENT 


“Tf I could afford to spend money 
for special cuts and hand lettering I 
could have unusual advertising, too,” 
is an argument we often hear used 
by merchants when the advertising 
efforts of big city stores are cited 
to them as good examples to follow. 
Here’s the first page of a sale an- 
nouncement by Marshall Field & 
Company, Chicago, that shows how 
effective plain type can be made 
when properly used. 


Don’t Overdo It! 


We read some time ago of the 
man who went to his favorite shoe 
store to buy a pair of the same style 
shoes he always wore. After he had 
bought them, the salesman wanted 
to sell him shoe trees. He already 
had shoe trees. Then the salesman 
suggested buying another pair of 
shoes just like those he had already 
purchased, but in black instead of 
tan. Next he suggested laying in a 
stock of extra shoe-laces. 

Now any one of those suggestions, 
made after the original sale was 
completed, would have been ll 
right, and the customer would not 
have objected. But after the fourth 
suggestion the customer felt just as 
you feel when you fall into the 
clutches of one of those obnoxious 
barbers who persists in trying to sell 
you a massage, hair cut, scalp treat- 
ment, tonic, and everything else in 
the shop. 








Make Your Own 
Calendar 


Do you use the merchandising cal- 
endar that appears every month in 
the Boor AND S#HoE REcORDER? 
Many merchants find it a big help 
in planning their activities. Of 
course no store can use it verbatim, 
and it is not expected that this will 
be done. Usually there are far more 
suggestions in every month’s calen- 
dar than any one merchant wants. 
But out of the list there must be 
several ideas it would pay you to 
use. 

Above the desk of the merchan- 
dising director of one of the coun- 
try’s largest mercantile concerns 
there hangs a big card, ruled off into 
spaces for each day of the current 
month. On this card this man jots 
down the things he wants to have 
done on certain days throughout the 
month. 

Every day he consults his calen- 
dar and does the things scheduled 
for that day, and fills in brief a 
record of results of things accom- 
plished on the previous day. When 
the month ends he files away the card 
until next year. He’s been doing this 
for several years now, and his file 
of past year’s calendars is an in- 
valuable aid in his merchandising 
plans. It seems to us that here’s 
an idea any merchant can borrow to 
advantage. Try it! 





Guessing Contests 


The next time you want a window 
feature to aitract attention try some 
sort of a guessing contest. There 
are dozens of such contests you can 
use. For instance: guess the num- 
ber of beans in a jar, or the exact 
time when a clock in the window 
will run down, or the number of 
yards in a tangle of string. 

Such contests should be free—that 
is, no one should be required to 
make a purchase in order to enter a 
guess in the contest. Stunts of this 
kind are excellent to use in connec- 
tion with sales. 
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THE SUPREME 
This new model carries a 16/8 Louis 


heel. It is available in all-over light- 
weight Black Calf with Black Lizard 
Trim. Another smart shoe to retail 
for $5 or $6. 
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We Offer You a Distinct Advantage 


in Selling Shoes 


HERE'S one marked difference between True Steps 
and other good $5 and $6 women's welts. Instead 
of styling only for spring and fall lines, we introduce 
at least one freshly styled shoe every month. This 
gives our dealers a distinct advantage—one which 
more than compensates for the relatively large amount 


of money we spend in following style trends so closely. 


Ever since we started making shoes here in Auburn, 
in 1908, we have endeavored to put craftsmanship 
into every pair of True Steps that leaves our factory. 
We are located in a city where men are expert In 
making medium-priced women's welts, and we are 
able to obtain a high type of workman, because we 
do emphasize craftsmanship. Then, too, our factory 
is small enough to let us pay close attention to details 
—lasting, for instance. 


These are a few of the reasons why we are in bus- 
iness and why a dealer, once he handles our line, is 
usually content to stay with us. 


WS. Qebimaon— rresivent 


ROBINSON-BYNON SHOE COMPANY 
Auburn, New York 


TRUE STEP 


. a 
COMBINATION LAST ® 
ARCH SHOE 
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Why So Many Pairs Come Back 


[CONTINUED FROM PAGE 22] 


After all, a woman goes to a shoe 
store with one idea in mind: to buy a 
pair of shoes—and not to occupy the 
shoe salesman’s time, which is probably 
as boring to her as it is to him, but she 
has in her mind a certain style and pat- 
tern shoe she would like to have; per- 
haps she has seen it in an advertisement 
or in the retailer’s window. That woman 
will not be entirely satisfied until she 
has a shoe of the kind she has set her 
mind on, and that is where the retailer 
is at fault, because in most cases if a 
retailer hasn’t the shoe the woman 
wants in her size, he will try to use 
“high pressure” salesmanship in order 
to make the sale. The result is the 
woman leaves the store not entirely 
satisfied with the shoe but the salesman 
has “talked” her into buying it. In 
these cases a woman will never go back 
to a shoe store admitting that a sales- 
man has used high pressure salesman- 
ship, but rather she will seek some le- 
gitimate excuse for returning the shoe, 
in which case the usual excuse of the 
shoe being “too short” or “too tight” 
will more than likely be used. 

Most salesmen do not seem to realize 
that a customer knows what she wants 
—instead he tries to tell her what she 
should have. When the salesman is try- 
ing a shoe on that the customer has 
told him she does not want, he will very 
politely say, “I just want to see how it 
is for size,” and if he doesn’t succeed in 
fitting her with the particular style she 
came in for, he will start his “sales 
talk” and the woman doesn’t have an 
opportunity to think for herself. If 
he makes the sale with her taking the 
shoes home, she has a chance to think 
clearly, so she is naturally dissatisfied 
as they are not at all the shoes she had 
intended buying. When she returns 
them to the store, she is referred to as 
a “pain,” etc. 

Probably the fact that most salesmen 
are on a commission salary basis has 
much to do with pushing shoes on the 
customer. Naturally the more shoes 
the salesman sells, the more money in 
his own pocket. If he can’t fit the cus- 
tomer with the shoes she wants, he’ll 
say most anything to persuade her to 
buy what he has in her size, no matter 
if she has already told him she doesn’t 
want that style. 

If he realizes he cannot sell her an- 
other style, he will suddenly come 
across a pair of the style she wants 
that has been “misplaced.” When she 
wears them a few times and suffers 
agony with them and then finds out 
they are a half or a whole size shorter 
than her usual size, she returns them 
to the store and after arguing for some 
time she probably gets a new pair, but 
the retailer feels he has been a victim. 

Perhaps a store has an over-stock of 
a certain style and naturally the re- 
tailer wants to get rid of them, so will 
argue with the woman, telling her what 
a “wonderful buy” she is getting, how 
beautiful it makes her foot look, and a 
lot more flattery that doesn’t mean a 
thing—he’s worrying about making the 
sale. If the woman returns the shoes, 
as no doubt she will, she is called one 
of those “hard to please”. customers. 
She knew what she wanted and asked 
for a particular style, yet the sales- 
man will sell her something entirely 
different by his sales talk. 





Customer Confidence Sells 


Corrective Shoes 


[CONTINUED FROM PAGE 25] 


Have you any idea how many women 
come into your store to buy their style 
shoes and then go into the next block 
to buy some featured shoes for their 
everyday wear? Some research along 
that line might be very illuminating. 
And that is happening in spite of the 
tact that you have a special comfort 
shoe section. 

In a mid-west city some months ago 
I happened to be standing alongside of 
a woman who bought a pair of two-tone 
tan kid strap shoes, turned sole. I no- 
ticed her particularly because of her 
beautiful harmony of her dress, coat, 
hat and shoes. She paid $15 for the 
shoes and expressed herself as well 
pleased. There was no suggestion on 
the part of the salesperson that her 
selection was not adapted for general 
wear or that it would conduce to the 
health and well being of her feet to 
have another pair of a more practical 
sort. 

About an hour later I saw that same 
woman come out of a specialty shop 
featuring a well-known nationally ad- 
vertised line of corrective shoes. And 
that is not the worst of it. The depart- 
ment store in which I first saw her has 
a special department for health shoes 
and the line they feature is precisely 
the same line sold by the specialty 
shop. Can you beat it? 

No matter how you view it, the sep- 
aration of a part of your shoe stock 
into a special department is a detri- 
ment to the business unless some means 
is taken to counteract the bad features 
of such a policy. 

There is some psychological advan- 
tage in a specialized department. There 
is no doubt that many people will place 
a higher value on this type of merchan- 
dise if it also seems to carry with it a 
special service. It is also often neces- 





Try for More Two-Pair 
Sales 


Atlanta, Ga.—“Sell two pairs of shoes 
to a customer instead of one pair at a 
time,” says Charley Brady, manager of 
the shoe department of the George Muse 
Clothing Company, “if you want to build 
and hold trade. 

“Two pairs of shoes will last more 
than twice as long as a single pair. They 
will, as a matter of fact, last three times 
as long. And this sort of a policy, if 
consistantly followed, will lead, not only 
to the sale of larger units by the shoe 
department, but to better satisfied cus- 
tomers. 

“Again, induce your customers to come 
in and visit you once a month, whether 
they purchase a pair of shoes then or 
not. Shoesithat are properly looked after 
wear longer. Heels that are inclined to 
run down at the side or back can be 
corrected. And foot comfort can be 
insured. 

“No department that follows these 
two policies can go far wrong in 1931— 
or in any other year, for that matter.” 

(UTPS). 


sary to put these shoes into a separate 
place because of the layout of store 
space, as, for example, when the firm 
uses more than one floor. 

But that is not sufficient reason for 
confining knowledge of these shoes or 
the sale of them toa few people. There 
can be no real merchandising of shoe 
department or store unless all the sales- 
people are familiar with, and compe- 
tent to sell, all the kinds of shoes on 
sale in that store. 

There is a simple way to combine 
both the special department and gen- 
eral selling. All of the salesforce 
should first be thoroughly grounded in 
the features and selling points of the 
shoes, either by the executive or by a 
factory representative. They should 
all, not a few, be made familiar with 
the structure of the feet and legs and 
the most prevalent causes of discom- 
fort. This should be done in the most 
elementary way. It is not doctors you 
are training, but salespeople. 

If a separate department seems nec- 
essary or desirable, then put in that 
section one or two people permanently 
and rotate the other people, changing 
the salesforce in the special depart- 
ment every two weeks. In that way 
you always have a reserve to call on 
whenever that section is busy above 
normal and at the same time you make 
your entire salesforce familiar with 
those shoes. 

If customers come in inquiring for 
those particular kinds of shoes, it is 
good business to have them shown to 
the special section, but every salesper- 
son on the floor should not only be per- 
mitted to sell those shoes but should 
be encouraged to suggest them and 
either go to the special section with the 
customer or bring the shoes into his or 
her own section. 

This plan makes all of your people 
familiar with all of your stock, stimu- 
lates suggestive selling and will inev- 
itably improve the fitting and service 
of your salesforce in the selling of 
other kinds of shoes. There is no bet- 
ter way to improve the service of your 
salesforce than by stimulating their in- 
terest in what they are doing. : 

If you have to put your orthopedic 
shoes into a special section, by all 
means train all of your people to sell 
merchandising to sell these shoes as a 
them and insist on their interest in 
them. But I still believe it is better 
regular line along with all other shoes. 





Half-Price Sale 
Kansas Crry, Mo. (UTPS)—A spe- 


cial group of men’s shoes in broken 
sizes in 54 different styles, including 
high shoes and oxfords in kid or calf, 
both black and brown, were featured 
in a half-price sale at Robinson Shoe 
Company here recently. The entire 
group was disposed of in a short time, 
according to report from J. M. Robin- 
son, manager of the company. 

Daily advertisements in local news- 
papers in the form of a size chart kept 
the reader posted on what sizes and 
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styles were still available. 
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— Smith Smart Shoes bor Women —F 


Unusually beautiful styles for spectator and active sports= 
wear are included in the instock selection for this season 


(Illustrated) 
Style 35 
White Elk 
Black Calf Trim 


Style 34 
White Elk 


Tan Russia Trim 


Style 33 
Cream Elk 
Tan Russia Trim 


All $5.25 








iT” J. P. SMITH SHOE COMPANY 


Sangamon and Huron Streets, Chicago 


1051 Marbridge Building, New York 


Styles 33,34 and 
35 have a Rub- 
ber Sports Sole 
and a 10/8 Heel 
with Rubber 
toplift. 


AAA 3% to 834 
AA .. 434 to 814 
Peawze to 8!6 
Band 314 to 814 


Vacation Last 


Smith Smart Shoes for Men and Women +: 


Dr. A. Reed Cushion Shoes for Men 





THE TOUCH OF INDIVIDUALITY 
PATRONS APPRECIATE 


Now — beautiful, expressive American Seat- 
ing Company fitting chairs add to the dis- 
tinctiveness of your shop environment—give 
ita charm and individuality that better pa- 
trons appreciate. Our free booklet, ‘‘New 
Styles in Shop Seating,” shows you how seat- 
ing helps sell more shoes. Please send for it. 


| American Seating Company 





Public Auditoriums 
General Offices:14E.JacksonBlvd., Chicago, Ill. 


© Makers of pn Seating for Schools, Churches 
BRANCHES IN ALL PRINCIPAL CITIES 


Settee 9513—New in design— 
in appeal. Smart, comfortable, 
economical 








. . THE O-N-E 
SCIENTIFICALLY CORRECT 
SHOE FOR GROWING FEET 


PROPR-BILT 


Designed by 
ORTHOPEDIC SPECIALISTS 
With Built in 
PATENTED FEATURES 
For 
CONSTRUCTIVE and CORRECTIVE WEAR 


A complete line of 
In-Stock Children’s 
Welts for Perma- 
nent Trade De- 
velopment. 


Write for our 


iia In Stock catalog 
Propr-Bilt Shoes Hold Ankles 
Straight, and Arches High 
Our representative will gladly call on you with 
details regarding the Propr-Bilt proposition 


Junior Shoe Manufacturing Co. 
BRANCH OF O'DONNELL SHOE CO. 
509 SIBLEY STREET 
ST. PAUL, MINN. 
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Regardless 


of the 
size 


when 
you 


utilize 


COORDINATED 


Co-cntinatod Lasts and Patterns is a system of automatic, 

scientific unification of all sizes of lasts and patterns in which 

each size is a perfect model, accurately reproducing the char- 

acter, appearance, lines, and contour of the original last. All 

sizes, therefore, from 2 to 8 actually become sample sizes, for 

they faithfully retain the true proportions given the 4-B size 
by the shoe and last designers. 


UNITED LAST COMPANY 
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Listen to HEEL HUGGER HARMONIES every Sunday Evening over WJZ 
and Associated Stations in a Coast-to-Coast Hook-up. 
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In An Incredibly Short Time 


our List of 


HEEL HUGGER DEALERS 


reads like a roster of 


“WHO’S WHO” 
in the Shoe World! 














The whole-hearted acceptance of 


HEEL HUGGER SHOES 


by America’s biggest retailers, is 


eloquent of the worth of this franchise. 


HEEL HUGGER SHOES, INc. 


Auburn, New York 
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Shandel Trimmed Crepe Slippers—to retail at 89 g 
WITH A GENEROUS PROFIT FOR YOU 







Chain and department store 
operators merchandising these 
Shandel trimmed crepe slippers 
should make an excellent profit. 








Made of lustrous Rayon Crepe in 
Black, Coral, Lavender, French 
Blue, Nile, or Red with covered 
Cuban Heels and Chrome (soft) 
leather soles. Sizes 3-8. 










Samples will be sent on request. 


Order them NOW! 











RIVOLI SLIPPER COMPANY, Inc. 


77 ST. FRANCIS ST. NEWARK, N. J. 


DONT BE | fz, WSWBER = 
CALLOUS marx 


BROWN KID 
RAJAH APPLIQUE 
PATENT LEATHER 
9 allo 
and don’t oa MATT KID APPLIQUE 
your trade to be- BLACK KID 
come calloused for . 
want of an efficient Combination Last AA to E 
“They Fasten With Prongs” metatarsal elevation. 


































BLACK SAND APPLIQUE 
ALL WHITE KID 
LEATHER HEEL 









“Made in Phila. by Master Craftsmen” 



























 pagemcohy pg me and Pg callouses. ‘ C. $. GIBBON CO., Inc. 

© you realize that all human feet have metatarsa 

arches and that in but a few instances they receive no oo 54 No. 4th St., Phila., Pa. —_= 
consideration or care until the situation becomes painful? — Send for Catalog 


Do you know that the shoeman’s business is just as 
much a profession as is that of the dentist—and yet the 
dentist advocates “prevention” rather than waiting for 
painful certainty? 

Don’t hesitate to suggest metatarsal elevation—every 
foot requires it. 

CALLUS CUSHIONS are the only leather covered . 
metatarsal pads that fasten with prongs. Adjusted easily, 
quickly and as frequently as desired without damage to 
the prongs as they are specially processed and will not 
bend or break. 

LEATHER COVERED. There is no raw rubber to 
draw the stockings uncomfortably or to heat the already 
HOT SPOT under the metatarsals. 


See Your Jobber or Order Direct 


JOHNSON PRODUCTS, INC. 
1145 East 22nd Street, Indianapolis, Ind. 





























New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once delivery 
of the new and revised Shoe and Leather Lexicon. 
This handy book of the trade is in its sixth edi- 
tion, over 100,000 copies now in use. Price 50 
cents. 
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ESPITE the insistent demand for 
price at the expense of quality 
—Alpina did not cheapen the quality 
of its reptile leathers to meet a price 
demand. 


This Alpina quality is as fine today 
as it ever was—in spite of the fact that 
prices have been lowered as costs 
came down. 


When a shoe manufacturer buys 
reptile leathers “cheap” it’s cheaply 
made leather. It cheapens the shoe 
—makes it harder to sell. The store 
and the customer pay the penalty. 


The House of Hecht came through 
this spring season strong—and is go- 
ing into the fall season at its swiftest 
stride in years—because now the 
“price-panicky” buyers recognize. that 
only in genuine Alpina can they be 
sure of eliminating all comebacks. 


FLYING COLORS FOR SPRING AND SUMMER! 


Are you going to feature colors 199 
and 1931 in your new displays? 
They’re good numbers for all Spring 
and Summer because they blend beau- 
tifully with the new cotton prints— 
with white or off-white, the new linen 
hats and other smart costumes and 
colors. 


But be sure you get colors No. 1931 
and 199. No one has yet successfully 
imitated these successes. Exclusively 
in the Alpina line. They are aniline- 
dyed for permanence of beauty—not 
doped with chemicals to hide imper- 
fections; not stretched to fool you on 
width. Every skin is imported. 


It pays you to insist upon genuine 
Alpina. It costs you no more. So 
why not? 


Swatches of No. 1931 and 199? 
Certainly. Write for them. 


F. Hecht & Co., Inc., 44 E. 32nd St, N. Y. 
Sole American Distributor of Alpina Genuine Rep- 
tile Leather and Boroso Genuine Sea Leathers. 


LPIN A genuine 


or rep vile LEATHERS 
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Fairy Forms 
Will Increase 


YOUR Sales— 
































by Making Your Display Models 
More Attractive 


OU impose a difficult task on your display 

models. Literally, they must sell them- 
selves. More than that, they must represent 
your entire line to the prospective customer. 


Hence your display models must be made— 
and. kept—just as attractive as possible. In this 
your most effective aid is the Fairy Form. Fairy 
Forms are molded from the original lasts over 
which your shoes were made. And so they keep 
the shoes fresh, trim of line, and enhance their 
style and individuality. Fairy Forms will prove 
a profitable sales-builder for you, as they have 
for hundreds of retailers. 

Ask your manufacturer to Fairy Form your display 


models. 

















Shoe Form Co., Ine. 
Auburn, N. Y. 


Licensed Manufacturing Branches 


United Last Co., Ltd. Montreal, Que. 
Northampton, England Paris, France 
Frankfort, Germany Melbourne, Australia 


This illustration shows how the 
Fairy Form is molded over the last. 
The result is perfect forming and 
perfect appearance of the display 
model. 





HAND TURN 


SLIPPER 


Leather Sole 
DE LUXE 
DORSEY 





IN STOCK 

















$D.50 


5%—30 days 


Made of selected kid upper with genuine full kid 
lining; full breasted 13/8 baby Spanish heel, 8 
iron leather sole—steel shank. In stock in black, 
blue, red, purple and green kid, also patent leather. 


A, B and C widths, sizes 22 to 9. 


... built over 
regular shoe lasts 


DA-TIME slippers are made over a grace- 
ful combination last that fits, with plenty 
of room for the toes and with very narrow 
heel seats that prevent slipping. They are 
built for active feet, afford plenty of sup- 
port in the arch; yet their turn construction 
gives the wearer a world of comfort during 
the leisure hours. 


DA-TIME slippers fill a definite need in 
the American home. You can push them for 
extra pairage and additional profits. 


SACHS & VIGORITH, Inc. 
CINCINNATI OHIO 





Boot AND SHOE RECORDER 


combining THE SHOE RETAILER, March 14, 1931 





Soscwdunuetaamn 


h: 


NATIONAL NEWS 


SATURDAY, MARCH 14, 1931 


EVERY WEEK 





Buying Impetus 
Gains Ground 
in Chicago 


CHiIcaco (UTPS)—Definite but con- 
servative indications of steadily im- 
proving business conditions in the Chi- 
cago shoe trade were in evidence last 
week. Gradually improving sales to- 
tals by a large department store shoe 
section from week to week show a re- 
vival of buying interest by the public 
and a slow but certain lessening of the 
unwarranted fear that has curtailed 
buying activities. Improvement in the 
unemployment situation undoubtedly 
has aided this trend. 

Mr. Smithers, assistant buyer for 
Peacock, said that patent is going much 
better. “It is about four years now 
since patent enjoyed extreme popular- 
ity,” he says, “and I believe we are 
going to see it back fairly well in style 
again.” Mr. Smithers finds that rep- 
tile is quite popular as a trim mate- 
rial, and that pumps, straps and ox- 
fords are all going along about even 
in sales. 

“Black is still good,” he concludes, 
“and I believe that it will continue a 
good seller for some time yet, as most 
women anticipate cold weather still to 
come, and I don’t know what they 
would wear if it wouldn’t be black.” 
According to this buyer, black is going 
so strong that when it does start into 
a decline, it will take at least 30 days 
to check the impetus. 

Marshall Field has added a new 

member to the Field’s Box Family in 
the “Man’s Shoe Box” at $1.25. It has 
four drawers, smart new colors, and 
can be used upright, flat, and is also 
reversible. The drawers accommodate 
shoes up to size 10% and eliminate 
confusion—“no stray dress shoes to 
scramble for, no golf shoes for the dog 
te discover”—according to their adver- 
- 
All-over reptile and imitation snake- 
skin is beginning to enjoy increased 
popularity again, especially in the lower 
priced lines. So far in the higher 
priced lines it is chiefly confined to ar- 
tistic trims which most buyers feel are 
going to be quite the thing in spring 
footwear. 

Perforated models are also making 
their appearances in various loop win- 
dows, and there is no doubt about their 
being a good seller again this year. 
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Stresses Perils of Conservatism 


Radical Adjustments Needed in 1931, Declares Frank Stock- 
dale in Talk to Ohio Shoe Men—Seigenthaler 
Re-elected President 


CoLuMBus, OHIO (UTPS)—The fea- 
ture of the second day’s session of the 
annual convention of the Ohio Valley 
Retail Shoe Dealers Association, which 
closed at the Deshler-Wallick Hotel on 
March 3, was the discussion of better 
methods of store management led by 
Frank Stockdale, manager of the Store 
Management Division of the Associa- 
tion. His topic, “What About 1931?” 
was filled with information concerning 
the use of data in store operation. The 
report of the opening day’s session 
was published in last week’s issue. 

Mr. Stockdale outlined the program 
of the association covering a four-year 
period and starting in 1930. 

“Conservatism is putting more mer- 
chants out of business than any other 
factor,” declared Mr. Stockdale. It is 
true that the quotation “safe men for 
dangerous times” may apply to the 
present situation in one sense, but the 
right way to view the situation now is 
“dangerous men for safe times.” This 





January Production Shows 
Drop from 1930 


WASHINGTON, D. C.—The Depart- 
ment of Commerce announced a total 
production of 19,429,097 pairs of boots 
and shoes for January, 1931, representing 
output of 1,155 factories. The produc- 
tion for January, 1930, was 26,533,842 
pairs. In December, 1930, a total of 
17,537,481 pairs were manufactured. The 
establishments included in these statis- 
tics manufacture approximately 98 per 
cent of the total output of footwear, 
other than rubber, in the United States. 

The total production of footwear in 
factories reporting for January, 1931, in- 
dicates an increase of 10.8 per cent over 
December, 1930, but a decrease of 26.8 
per cent from January, 1930. All of the 
principal classes of shoes showed de- 
clines in production in January this year 
cee with the same month in 
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means that it takes a radical man to 
give up old customs and methods and 
take up the newer theories of merchan- 
dise which will make it possible for 
them to make profits. 

“Nineteen thirty-one will reward or- 
ganized effort, and while things are 
stirred up is the time to work out ad- 
justments,” said Mr. Stockdale. Charts 
showing various phases of the work of 
the store management division were 
shown. Among them was one entitled 
“How to Make More Money.” 

The constitution of the association 
was amended to provide for 18 directors, 
one of whom is to be elected from eight 
of the 18 districts in the three States. 
Of that number 15 of the districts are 
in Ohio and the others in West Vir- 
ginia and Kentucky. Directors elected 
were: No. 1, Paul Crawford, Lima; 
No. 2, Allen Thirkield, Franklin; No. 
3, L. M. Wright, Springfield; No. 4, 
Austin P. Hermann, Chillicothe; No. 
5, Charles Woodworth, Athens; No. 6, 
F. W. Abbott, Newark; No. 7, Sid 
Amster, Wooster; No. 8, Cleve C. Hall, 
Youngstown; No. 9, Robert Vestal, 
Elyria; No. 10, H. T. Seigenthaler, 
Mansfield; No. 11, George Bunn, Sa- 
lem; No. 12, Earl Strong, Toledo; No. 
13, J. R. Zwerlein, Cleveland; No. 14, 
Joe M. Ryan, Columbus; No. 15, John 
J. Weyman, Lockland; No. 16, H. E. 
Nay, Wheeling, W. Va.; No. 17, W. M. 
Ayers, Huntington, W. Va., and No. 
18, E. H. Helfrich, Ashland, Ky. 

H. T. Seigenthaler of Mansfield was 
re-elected president; Joe M. Ryan, Col- 
umbus, was named vice-president; L. 
M. Wright, Springfield, secretary-treas- 
urer, and C. E. Dittmer, Columbus, ex- 
ecutive secretary. 

The association, together with the 
Ohio Retail Dry Goods Association, the 
Ohio Retail Clothers’ and Furnishers’ 
Association, the Ohio Jewelers Associa- 
tion, the Ohio Retail Furniture Deal- 
ers’ Association and the Ohio Hard- 
ware Association, will sponsor a series 
of district meetings in each of the 15 
districts in Ohio. Meetings will also 
be held in the districts in West Vir- 
ginia and Kentucky. 
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WHERE TO BUY 
Men’s Shoes 
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“A MAN’S DECISION” —— 


THE 











REYNOLDS CO nc: Bi 





(P) ricco team 
BROCKTON ____. 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 

















Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 














Richards & Brennan Co. Randolph, Mass. 








In Stock Service Bex, 


" EM.HOYT SHOE CO. 
@Osrris + 6. Manchester, N.H. 
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Pleasing Window Arrangement 








Attractive backgrounds and arrangement of merchandise account largely for the 
appeal of this spring window display in the Stetson Shoe Store, 42nd Street, New York. 





Decrease in February in 
Kansas City 


Kansas City, Mo. (UTPS)—With 
retail reports for the first two months 
of 1931 closed, local shoemen reveal a 
slight decrease in business during Feb- 
ruary as compared with the previous 
month, the decrease in volume in no 
instance mounting to more than 15 per 
cent. The majority of reports show the 
decrease set at the 10 per cent mark, 
according to the survey made here. 

January, however, was a fair month, 
with several shops reporting increases 
over the previous year mounting as 
high as 25 per cent, so that February 
in comparison, holds up well with last 
year’s business. Local retailers are 
optimistic about spring business, and 
although still a bit reticent about 
stocking heavily so early in the season, 
are constantly bringing on new models 
that are showing up well in sales re- 
ports. 

All over reptile and reptile and kid 
combinations are still holding first 
place, the survey shows. Blue and black 
are being given good play in spring 
showings, and punch work is the out- 
standing fashion note for new footwear. 

Several stores continue to feature 
reptile shoe and bag ensembles with 
success, it is reported. 


George Messer Dies 


MILWAUKEE, Wis. (UTPS)—Well 
known in the leather and shoe indus- 
try, George Messer, 70, for many years 
assistant secretary of the A. O. Trostel 
Tanning Co., died here March 3 at his 
home. 

Mr. Messer is survived by his widow, 
Mabel, and one niece, Ellen Messer 
McDonald. 
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J. Warren Murray Returns to 
Irving Drew Co. 


PORTSMOUTH, OHIO—After an ab- 
sence of ten years, J. Warren Murray 
has returned to the Irving Drew Com- 
pany in the capacity of quality super- 
intendent. 

Mr. Murray is recognized throughout 
the country as an expert shoe man, his 
manufacturing experience having em- 
braced being in business for himself 
and with several of the leading shoe 
factories. His most recent connection 
was with The Riley Shoe Company and 
The Walker T. Dickerson Shoe Com- 
pany of Columbus, Ohio. 


$33,000,000 in Leather 


Per Year 


PEABODY, Mass.—Tanners here make 
$33,000,000 worth of leather annually, 
according to the recent census report. 
They number 39, and there are also in 
the city nine firms in the stain and 
blacking trade, five in the leather goods 
trade and four in the cut stock trade, 
with 25 concerns in the miscellaneous 
industries, most of which are related 
to the leather trade. 

Nearly 90 per cent of the total pro- 
duction of Peabody is made up of goods 
of the leather and allied trades, and 
that is why Peabody is called “The 
Leather City.” 


Patents Held Valid 


BostoN—The validity of the patents 
under which the F Mears Heel 
Company is making the _ so-called 
“straight line’ or “monoplane” breast 
on cuban heels was upheld on Feb. 13, 
1931, by a decision of the United States 
Circuit Court of Appeals for the Sixth 
Circuit. 
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Gosper, Kelly & O'Shea, Elmira, N. Y 


How you can sett MORE SHOES... 


EVEN IN THESE HIGHLY COMPETITIVE DAYS 


HERE is no need to tell shoe merchants _—_available for every shoe store—regardless of 
how keen competition is today. You are locality or size. It is not a cut-and-dried for- 
facing it every minute of your business hours. | mula—but an individual plan based on the con- 
It means harder work than ever before to in- _ ditions peculiar to your store, your location and 
crease your shoe sales—and in some cases to _your clientele. 
ee ae 
even “hold your own. It takes into consideration every factor of store 
But here’s a way that thousands of successful arrangement and display equipment that can 
shoe merchants—selling both high-priced __ effect the success of your establishment. 
and low-priced lines of footwear—have found 
l . increase busin espite keener ; 
vec ly > Meanee enage d ~aendieeann ment Corporation has helped thousands of mer- 
competition than ever before. It’s a surprisingly . . . . 
: : ; chants in all lines to sales increases ranging as 
simple, logical plan—proved in thousands of . : ; ; 
nigh as 75%. If you are interested in putting 
shoe stores—both large and small. F ; 
your business on a more profitable, sound basis 
This remarkable business-building service is that will sell more shioes, use the coupon below. 


In 30 years, the Grand Rapids Store Equip- 


THIS COUPON WILL BRING 


G R A N D Ra Pp | D S YOU COMPLETE INFORMATION 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 
1501 Madison, S. E., Grand Rapids, Michigan 


STORE EQUIPMENT sets ec ements ese toomeinn ot Genie 
GRAND RAPIDS STORE EQUIPMENT CORPORATION oO ee ee ae ae ; 


Executive Offices: Grand Rapids, Michigan. Branch Offices and Representatives in every 


territory. Factories: Grand Rapids; Portland, Oregon; Baltimore; New York City. Address 














STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT City 
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Orme em 


WHERE TO BUY 


Men’s & Women’s 
Shippers 


86 8 















High Grade Mules 
and D’Orsays 















Catalogue sent on 
request 






Paristyle Footwear Mfg. Co., Inc. 


Factory and Salesroom 
183-159 West 27th St. New York City 



















W. S. CHASE & SONS 
HAVERHILL, MASS. 







Men and BOYS 
HANDTURNED 
$2.00 to $2.85 




















No. 1434—Tan 
Kid Everett 
C-D-E, $2.60 








No. 1435—Tan 
Kid Opera 
C-D-B, $2.60 











































HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular price 







class. Catalog on Request 
VINCENT HORWITZ CO. Inc. 
64-76 W. 23rd St. New York City 





















Do You Know? 


Thet you can buy or sell it through 
the Classified columns. This 
feature in its service is a time 
eaver in meeting immediate needs. 

















Signs of Spring 


[CONTINUED FROM PAGE 29] 


foot examination of taxi drivers. Pres- 
idents of community health associa- 
tions will present radio talks. 

Thursday, April 23—Illustrated talk 
to Parent-Teacher Associations moth- 
ers’ clubs. Foot inspection of school 
children. Radio message by Police 
Commissioner. 

Friday, April 24—Lectures at indus- 
trial plants, foot inspections of employ- 
ees. Radio talks by physical directors 
of gon schools. Judging of Foot 
Health Slogans. Public welfare clinics. 

Saturday, April 25—Foot treatment 
for school children. Judging of essays. 
Award of prizes. Search for policeman 
with the foot of Adonis. Classification 
of women and children in foot contest. 

Sunday, April 26—Newspapers will 
announce winners and publish prize es- 
says and pictures. 

Here are some of the ways shoe mer- 
chants may tie in with Foot Health 
Week. 

1—Advertising. Newspapers, radio, 
direct mail and poster advertising con- 
ducted previous to and during the week. 

2—Window Trims. Featuring FOOT 
HEALTH and “Shoes for a Purpose.” 
Animated walking exhibits. 

3—Newspaper advertisements set as 
editorials. Displays ads.—“This is Foot 
Health Week.” 

4—Contests. Normal, Ideal, Cinder- 
ella or Perfect Foot contests, conducted 
by newspapers, shoe stores, theaters. 
Suitable awards to the winners. A spe- 
cial contest for policeman with the most 
shapely foot. 

5—Foot Health Section. Advertise in 
newspapers carrying a special section 
for shoe stores, with editorials on foot 
care, shoes and hosiery. 

6—Correct Shoe Revue. Models ex- 
hibiting correct shoes for foot health 
and for every purpose in revue at 
prominent theaters. Open to public by 
tickets mailed to a preferred list by 
shoe stores, or upon presentation to 
shoe stores of coupons in newspapers. 

7—Walking Clubs. To stimulate in- 
terest in walking. Open to service 
clubs, business men and women. Prizes 
for the longest distance walked each 
day and for the week. Provide talks 
to service clubs at their meetings dur- 
ing the week. Take moving pictures 











The Committee for the Promotion 
of Foot Health, 

Division of Publications, 

Drawer B, 

Rockland, Massachusetts. 

We agree to cooperate with the 
nation-wide movement for the 
prevention of foot defects and 
to conduct a Foot Health Week 
in our store April 19-25. Send us 
free your prepared matter. We 
will use it as directed. 


Signed 
Name of store ........... se 
Mail to 
Address 
Your package of Foot Health 


Week material will be sent to you 
by mail after April 1. 


Cee ee ee ee ee) 
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of major events, including the walking 
club and correct shoe revue. Show 
these in your windows and in the 
theaters. 

Keep your newspapers supplied with 
daily articles, with pictures and adver- 
tisements of feature and dress shoes. 

The success of Foot Health Week 
depends on the cooperation of the local 
papers. Work with them, advertise, 
and they will produce the results you 
want. 

Every organization needs a head, and 
Foot Health Week demands a complete 
organization to see it through. Ap- 
point for your own store a director for 
Foot Health Week and permit him to 
arrange the details necessary to the 
success of the project. His duties are 
to consult with State and National Di- 
rectors of the Committee for Foot 
Health Week, arrange with advertising 
departments of newspapers, radio and 
other copy, obtain the cooperation of 
the Mayor, Police Commissioner, health 
associations, Y. M. and Y. W. C. A., 
service clubs and other groups. 

Plan contests in schools and through 
the papers select judges, secure speak- 
ers and book talks. Give circulation to 
Foot Health Week pamphlets, and to 
otherwise handle the numerous details 
in preparation for Foot Health Week, 
and to conduct the week for the best 
interest of the community and store. 

The National Association of Chiropo- 
dists-Podiatrists, in line with their 
national program for the prevention of 
foot defects, are prepared to supply to 
you on April 1 for use during Foot 
Health Week: 

Material for window trims, including 

signs, cards and booklets. 

Specimen newspaper advertisements. 

Radio foot health talks. 

Newspaper foot health articles. 

Package insertions. 

Pamphlets. 

Gummed booster labels. 

All without cost—but with one big 
obligation—a promise to use the con- 
tents and conduct a Foot Health Week 
in your store April 19-25. 





Retailers Join Dollar Day 


MILWAUKEE, Wis. (UTPS)—Dollar 
Day, held here for the first time March 
4, and participated in by nearly all 
Milwaukee retail establishments, was 
voted a success by merchants, many of 
whom were shoe store owners. Down- 
town stores, among them Weiss Shoes, 
offered $1 off on every pair of shoes 
sold. Stocks were cut down consider- 
ably, say dealers. 

Shoe stores here generally admit 
that January and February were lower 
in sales than during 1930, the unseason- 
able weather having had a great deal 
to do with cutting down sales of rubber 
goods and galoshes. However, say mer- 
chants, if no rubbers are worn, shoes 
must wear out, and so March is looked 
forward to as showing a large turn- 
over. All time February weather 
records were broken here the tempera- 
ture being hundreds of degrees higher 
than in normal years. This naturally 
cut down sales of winter goods. 
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SHOES YOU NEED 
IN STOCK 





Sizes AAA to C—3 to 9—Immediate Delivery 








RALEIGH 
Claire last, 2%-inch Louis covered heel. 
FLEX-MODE. 


RG45—Black Moire Satin........84.00 
RG17—Patent Leather ....2++++. 4.00 
RG1IS—Dull Kid ..cccccesevsee 4:25 
R512—White moire (Dyeable) .... 4.00 
R513—Natural linen (Dyeable) ... 3.85 


ROMAINE 
Claire last, 2%4-inch wood heel. McKay. 

ean kid, patent and Rajah 

TIM coccccseccecscccces 
R505—Prado brown kid, Putty kid 

and lizard trim..ceccecesee 4s 
R506—NAUTICAL BLUE kid, grey 

kid trim .eccccccccsces 4:05 





Claire last, 24-inch covered heel. 
EX-MODE. 


R308—Dull kid with black and grey 
Rajah lizard trim......+-$4.60 
R309—Prado brown kid with beige 
kid trim ,.esceesccesees 4.90 





Sizes above 


9—50c extra 














PETITE 
Claire last, 2%-inch covered heel, 
FLEX-MODE. 


R307—Dull kid, genuine grey snake 

trim cecccccccccccc ec oPAeaD 
R3S11—SEASAND KID .......2- 4.60 
R317 —Patent, with grey snake trim.4.25 


: at 





Claire last, 24-inch wood covered heel. 
McKay. 
eel: - kid, black Rajah lizard.. 


TIM ccoccccccccccccc ec eo Me 
R502—Prado brown kid, beige kid 
trim secccccseccccsecs 4.60 





Eden _ last, 1%-inch Cuban covered heel. 
Flex-Mode. Perforated thru vamp and 
quarter. 

RG41—Dull kid .eccccccce ees - B4.50 
R315—WHITE KID ..ccccceees 4.65 





Eden last, 1%-inch wood heel. McKay. 
R507—Dull_ kid, black and grey 
Jah trim sevceeeccee S425 

R508—Prado brown kid, beige lizard 
tongue and inlay...s.seseee 4.50 


Claire last, 24-inch covered heel. 
FLEX-MODE. 

R304—Dull kid, silk kid trim... .84.60 

a brown kid, Putty kid 

trim seecscesseeeseese 

R306—NAUTRICAL BLUE kid, grey 

kid trim wcccccccccccce 





Claire last, 2%-inch covered heel. 
FLEX-MODE. 


R30O1—Dull kid, silk kid trim.... .$4.65 
R302—Prado brown kid, beige d 

trim ccocccaccccccccccs 4:50 
R303—NAUTIOCAL BLUDP kid, grey 

kid trim sesecccecscsss 4:90 
R312—SEASAND KID .....+.++ 490 
R313—WHITD KID ..eeeeeeees 465 





GRETA 
Eden last, 1%-inech covered heel. 
FLEX-MODE. 
R310—Black satin kid, Rajah Lizard 


and silk kid trim....+.+ «$4. 
R314—WHITE KID ..coeeeesee 465 





On orders for less than 
3 pairs—25c. extra per 


pair. 











The KRIPPENDORF-DITTMANN COMPANY 


CINCINNATI, OHIO 








Boor AND SHOE RECORDER 
combining THE SHOE RETAILER, March 14, 1931 





WHERE TO BUY 
Ballet Slippers 


Led 1 hl el ti el 


SOFT 
SOLE 
BALLETS 


* KENDALL’S * 


| Black Glove Leather Uppers 
Grey Elk Sole 


“"® $1.00—MISS $.95 
te Glove 
Leather Uppers 
White Elk 
Sole 

















S it 
Seceat & 


Rights and Lefts 


Two Grades 
. Miss. 


one SUMNER 
In Stock SMITH 
Chicago, Ill. 





825 West Monroe 








Im Stock Black Kid 
Ballet . and Left 


Ladies’ $1.26 pair 
Misses’ $1.20 pair 
Child’s $1.15 pair 

BLOG SHOE CO., INO. 
147 Duane Street, 

New York City 














BALLET SLIPPERS—IN STOCK 


of the unusual kind 
6102 Bik. ga b - Ture 


ours @ 6 11—$1.85 
Misses 11% to 2— 1.40 
‘omen’s 2 ® &— 145 
Also Hard Toes 
SOHWARTZ & Jae nme Ine. 
fert Sti 


Specialists in Ballet and Com ppers 
241 No. 11th St., Philadelphia, Pa. 





BALLET SLIPPERS 
No. C870—Alll sizes in stock for 
immediate delivery: Write 





Siegel Made Manager 


Des Moines, Iowa (UTPS)—Star- 
rett Bros. Nu-Way shoe department at 
Sheldon, Iowa, is now completed, and 
Leo Siegel has been placed in charge. 
The new basement department is op- 
erated by the system of having custom- 
ers -_<-" their own shoes from dis- 
plays. ney ane then fitted by sales- 
men. L Abel is head of the shoe de- 
partment of the entire store. 


that is accurate for the simple reason 
that there is no device for measuring 
human feelings. These size finders 








give an aproximation or basis to work 





on. 
2-6 —® 


W. G. Birginal, Lincoin, Nebr. 


It is difficult to lay down any hard 
and fast rules which would answer this 
question. It takes experience and prac- 
tice more than anything else. The abil- 
ity to play a musical instrument well 
requires practice above all. The great- 
est musician in the world could not tell 
you how he plays. It is an art. Like- 
wise the ability to fit shoes well is an 
art. 


* * * 


S. E. Ackerman, Flushing, L. |. 


Shoe fitting in the average store is 
ten years behind the time. It is inva- 
riably a guess that is correct 95 times 
out of 100. A shoe really fits when the 
vamp fits smoothly—no excess of 
leather, no tightness, no bulging toes. 
With the customer’s acknowledgement 
of comfort, the salesman can feel he is 
getting more shoes sold right. 

* * * 


Vernon W. Hampton, Galveston, Texas 


A shoe really fits when you have 
learned which purpose the customer 


| wishes the shoe to fill, also if it is the 


correct type for the costumes with 
which it is to be worn and proper for 
such occasions. With the advancement 
of shoe manufacturing you do not have 
the old “They will be comfortable when 
broken in.” Shoes are now comfortable 
at the start, but study feet so as to de- 
tect any weakness, thereby being more 
competent in fitting. 
* * * 


Art Green, Valley, N. D. 


A short shoe is determined by the 
number of wrinkles and creases that 
will be found along the inside of the 
shoe, just behind the ball of the foot. 
A shoe too long may be determined by 
the large indentation just in front of 
the ball joint, and also will be noticed 
by throwing the arch of the foot too 
high and causing a cramp across the 


ball. 
x * * 


Harold O. Boucher, Bay City, Mich. 


The way to know when a shoe really 
fits is this: Take off customer’s shoe; 
note size; measure foot with measure 
stick; get shoe desired by customer in 
size you think will fit; put shoe on cus- 
tomer; then—leave the rest to the cus- 
tomer. Does it fit? Yes! 

* * * 


J. R. Johnson, Chicago, Ill. 


What do you mean by the term “fit”? 
To me fit is merely the looseness or 
tightness that a customer wants. What 
I would call a fit the customer might 
say was too tight and the next one 
would say was too loose. Some custom- 
ers want their shoes very large, which 
to them is a fit, while others want them 
real tight, which to them is a fit. Now 
who is to be the judge if not the cus- 
tomer? They. can tell how the shoes 
feel, and not the salesperson. You can- 





not sell a customer a shoe bigger than 
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How Do You Know When a Shoe Fits? 


[CONTINUED FROM PAGE 31] 


he wa and neither can you sell him 
one sMaller than he wants. 

If shoe-fitters would refrain from be- 
ing too “expert” and would give the 
customer credit for knowing when the 
shoe fits, many an argument and many 
a misfit would be avoided. 

. 2 os 


C. F. Dunn, Atlanta, Ga. 


I measure both feet both sitting and 
standing. By this method I can deter- 
mine if the foot is flexible or the arch 
weak. Then I set about to find out the 
kind of shoe needed and desired. If an 
afternoon or evening shoe is wanted, I 
am often able to sell two pairs by pre- 
scribing something unusually comfort- 
able in an orthopedic or wa‘king shoe. 


Diamond Shoe Net Profits 
$882,344 for 1930 


New YorkK—Net profit of $882,344, 
after depreciation and Federal income 
taxes, is shown in the consolidated re- 
port of the Diamond Shoe Corp. and 
subsidiaries for the year ended Dec. 31, 

930. This is equivalent after pre- 
ferred dividends to $3.31 per share on 
the 210,000 shares of common stock out- 
standing at the end of the year. This 
compares with «net profit of $1,186,- 
624 in 1929, equal, after preferred divi- 
dends to $4.72 a common share 

Sales totaled $18,071,748 s .1930 
against $16,246,622 in 1929 

In submitting the annual report, D. 
Davidovitz, president of the company, 
stated: 

“At the end of 1930 the retail branch 
known as the A. S. Beck Shoe Corp. 
had 93 stores in operation, compared 
with 80 at the end of 1929. The com- 
pany has in process of leasing several 
attractive locations for new stores to 
be opened during the year 1931. 

“Your company enters the new year 
after a careful analysis has been made 
of its entire organization as to men, 
equipment and merchandise values. It 
is fully prepared to offer a better and 
more efficient service to its customers, 
all of which should reflect most favor- 
ably in earnings for 1931.” 


Forget Frills Until Pick-Up 
Comes, Says Pidgeon 


RocHEsTerR, N. Y. (UTPS)—Retail 
shoe dealers, if they stick to solid lines, 
buy with an eye to sizes and widths 
and forget fancy frills for a _ time, 
should do a profitable business between 
now and the time general business 
picks up, in the opinion of William 
Pidgeon, Jr., president of the Roch- 
ester Retail Shoe Dealers’ Association. 

Speaking on the business situation 
shortly pet “Dollar Day” and sub- 
sequent retail sales had given retailers 
a chance to clear their shelves, Pidgeon 
declared that there is enough business 
to go around if retailers go after it in 
the right fashion. Buying should be 
done with the thought in mind that the 
purchaser is keenly interested in price, 





Mr. Pidgeon declared. 
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GENUINE JAVA RING LIZARDS 


The outstanding reptile for spring 





Tess Tie 
No. 4010 


IN STOCK $6.25 


Genuine Java Ring Lizard spectator 
sport. Black calf trim. Littleway. NET 
1602 Last. 16/8 Cuban Heel. 











SHERIMODE 


The Flexible Welt Shoe of Quality 





Twenty other different models in all over Java Ring Lizard, and Spectator 


Sports with Black Calf, Blue Kid and Cloister Brown Kid Trim. 


SHERWOOD SHOE COMPANY 


ROCHESTER, N. Y. 
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WHERE TO BUY 


Dancing Shoes and Taps 


Oi i ti ie alii lle di ei ie iil 





WING - T 


(Patent pending) 





The only left and 
right tap made. Gives 
an extra tap when 
executhig wings and 
rolls. Large, medium 
and small sizes. Re- 
tails profitably at 75c 


per pair. 























IN-STOCK 
No. 9780—Black Kid 
1.75 


No. 9785—Patent 
Leather 
$2.25 

BROOKS SHOE MFG. CO. 

Swanson Ritner 

Philadelphia 











eelIN STOCKeeee 





Norridgewock Shoe Co., Inc. 
NORRIDGEWOCK, MAINE 


COOOOOOOOOOOOOOOOOO 





A666 EP A 


WHERE TO BUY 


Store Fixtures 


S66 PS 


NEW GOODWIN CATALOG 














Profits—The Final Test 


[CONTINUED FROM PAGE 33] 


human element, which cannot be ex- 
actly calculated. Therefore, we should 
lay our budgets along the lines which 
we believe our business is going to run 
and until we find that the trend has 
changed keep within the limits which 
we set. To glut our shelves with stock 
in the hope of being able to save one 
or two sales which may walk out is 
putting ourselves in such position that 
it may be difficult to operate profitably. 

Merchandise must be disposed of. 
Fortunately or unfortunately we are 
not dealing in a commodity which im- 
proves with age, but the perishable as- 
pect must be considered and cared for. 
We must obtain a sufficient turnover to 
force our odds and ends, our broken 
lots, our bad buys out at a price that 
will leave us a net profit at the end 
of the year. On the other hand, we 
hear so much of turnover that a great 
many merchants are going after it so 
avidly that too great a percentage of 
eg walk out of their stores unsatis- 

ed. 

Stores in the metropolitan centers 
can, of course, cater to a much more 
selective field than their small town 
contemporary. Naturally they can op- 
erate on a much smaller basic stock. 
To offset this they must be more alert 
to the latest style tendencies. No one 
store can sell every customer, but a 
successful store cannot have too great 
a percentage of lost sales. People who 
make satisfactory purchases from us 
are people who speak well of us, while 
persons who come into our stores con- 
tinually and get no satisfaction what- 
ever and are merely told that we have 
something coming in that may please 
them after a while cease to call, or be- 
come knockers. 

Successful advertising does not nec- 
essarily mean that our story is the 
brightest one on the page, or that our 
windows are the most elaborate on the 
street, but telling our individual story 
in the best possible way. If we have 
convenience of location to stress, we 
must do so. If we have parking facili- 
ties or a low rental appeal to make, 
they should be made. If we have style 
to feaure, we should do so, and if we 
have fit to emphasize, likewise. We 
must tell our own story, and if we tell 
it convincingly we are going to have 
results. If we merely stab for this or 
that indefinite objective, we are liable 
to stagger about in a hit or miss fash- 
ion that will get us no place. What- 
ever our newspaper, mail or other ad- 
vertising media takes to the public, 
our windows should carry on to them. 
It is merely the old story of the drop 
of water continually falling in the same 
place that nets results. 

Successful selling is not the mere 
passing out of a quantity of merchan- 
dise. A pair of shoes that is well sold 
generally means another pair to re- 
place them. Your salesmen should be 
thoroughly familiar with what mer- 
chandise you have to offer, for what oc- 
casions it is suitable and for what cos- 
tumes it is adaptable. They should be 
trained to impart this information to 
their customers in such 9 manner that 
the customers feel convinced and not 
patronized, that they feel as though 
they are talking to someone who has 
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a bit of authoritative knowledge on 
the subject and whom they can consult 
with rather than dictate to. 

It is your duty as merchants to sup- 
ply your sales organization with this 
information, which is as much an im- 
plement of their work as whatever 
measuring devices, shoe horns or but- 
ton hooks with which you may supply 
them. The better educated your sales 
organization is, the smaller percentage 
of lost sales you will experience, as 
well as the greater number of multi- 
pair sales. They must also be —— 
not to always sell that merchandise 
which has most recently been put in 
your shelves, but to be familiar enough 
with the stock with which they work 
to dispose of odd pairs here and there, 
gee in which a great part of your profit 
ies. 

Many merchants are constantly look- 
ing about for some panacea to better 
and more profitable business. There is 
none. If we are alive to those changes 
which are constantly going on about us 
and constantly put into force the best 
of the new, and with it discard the 
worst features of outworn things, we 
will be successful. We cannot confine 
ourselves to certain methods because 
we have always followed them. Neither 
can we hastily discard well tried stand- 
ards because there may happen to be a 
new fad at the moment.- We must have 
sufficient adaptability to advance with 
the times and sufficient stability not to 
break beneath them. 





Novel Check-Up on Stock 


DENVER, COLO. (UTPS)—V. Van- 
denburg, buyer of shoes at the Den- 
ver Dry Goods Company, has devised 
a means of checking up on his shoe 
sales which he considers of great value 
to buyers. In closing out stock and in 
reordering, he finds his method most 
efficient. 

Along one wall of his office he has 
a well arranged section of shelves 
wherein is placed a sample of every 
style of shoe carried in stock. On 
every Monday morning a new size sheet 
is placed in each shoe, showing the 
number of sales made during the week 
in that particular style of shoe. A 
shoe that stands at one place too long 
receives a p.m. to move it. Styles that 
move rapidly are easily checked up for 
restocking. Said Mr. Vandenburg: 

“This idea occurred to me one day, 
and I immediately set about to carry it 
into effect. It has proved to be an in- 
valuable help to me in keeping my fin- 
ger on the pulse of sale trends.” 





Makes Women’s Shoes 


New YorkK—Mayflower Shoe Com- 
pany, Inc., is now located at 197 Grand 
Street, New York. Harry Levinson, 
former salesman of the Terrace Shoe 
Company, Inc., is president and Philip 
Pomerantz secretary and _ treasurer. 
The company is manufacturing wo- 
men’s turn footwear and has a capac- 
ity of 200 pairs per day. 


OE ER 








PEE-CHEE 


will bring you the 
white shoe 
Arelitay 


HE eminence (or shall 
we say supremacy?) 
of Pee-Chee among 
white shoe cleaners is 
not accidental. The 
fact that thousands of 
people who have used 
Pee-Chee for years will 
accept no other brand 
is the best evidence of merit. 


Pee-Chee is also most satisfactory for you 
to carry because it is notably a full-price, 
full-profit item—not a sick white elephant 
on your shelves, which responds only to a 
price-cutting operation. 


Pee-Chee Kid Glaze for white calf or kid 
—and Neutral Creme for colored kid—are 
likewise splendid preparations and reliable 
items for you to sell. 


Get your season’s stock 
now—from your jobber 


THE PEE-CHEE CLEANER MFG. CO. 
Cleveland, Ohio 











Look for the Zapon label on 
every pair of slippers you 
buy. It is your guarantee 
against inferior products 


IZARINE 


REG, U.S. PAT, OFF. 


Exclusively distributed in 
America by ‘The Zapon 
Company. This water- 
proof, chamois-soft materi- 
al is available in a variety 
of colors and patterns, 


The distinctive quality 
of ZAPON UPPERS, 
places them in a class 


by themselves. 


ZAPON 


FOR SLIPPER UPPERS 


leads all others in 
quality, texture, dura- 
bility—and in the 
range of patterns and 
colors. That they also 
lead in sales is attested 
by their wide-spread 
popularity. 


Dee-Chee 


WHITE SHOE CLEANER 
Kid Glaze......Neutral Creme 
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THE ZAPON COMPANY 


A Division of Atlas Powder Company 


STAMFORD - CONNECTICUT 
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WHERE TO BUY 


Women’s Shoes 


S666 EF EFS EF EP 





FOR WOMEN 
THE JOHN EBBERTS SHOE 00., INO. 
IN Buffalo, N. Y. éToox 








The 


Clara 





utility shoes. 
A product of 


SHAFT-PIERCE SHOE CO., Faribault, 


Internationally recognized as the acme of 








Ultra-Smart Sandals 


Complete color 
combinations 
Unusual 
Profits 
Write direct 

BIARRITZ SANDALS, INC. 
120 West 30th St., 








New York 











eal 


WHERE TO BUY 


Spats 





j ~~ e 


GREATEST SPAT LI 
OF THE INDUST 


PAT MFG CO 
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Tanners’ Leather Show 


New York.—The Exhibit Committee 
of the Tanners’ Council announces that 
forty-one members, all producers of 
upper and fancy leather, will participate 
in the Official Opening of American 
Leathers for the Fall season of 1931. 
The Opening will be held in accordance 
with established custom in the Grand 
Ball Room, Hotel Astor, New York, on 
April 27 and 28, in conjunction with the 
Joint Styles Conference of the Shoe and 
Leather Industry. The following tanners 
have thus far made reservations for 
space: ; 

Agoos Kid Co., and S. L. Agoos Tan- 
ning Co., Allied Kid Co., Standard Divi- 
sion, Allied Kid Co., McNeely & Quaker 
City Divs., William Amer Company, 
American Hide & Leather Co., Barrett 
& Company, Bayer Bros. Leather Com- 
pany, Brandt Leather Corp., C. D. Brown 
& Co. Inc., Burk Bros., Castle Kid Co. 
Inc., Creese & Cook Company, Dimond 
Kid Co., Inc., Dungan, Hood & Co., 
Inc., John R. Evans & Co., Robert H. 
Foerderer, Inc., Geisman, Musliner & 
Brightman, Inc., Goniprow Kid Co. Inc., 
Griess-Pfleger Tanning Co., L. H. Hamel 
Leather Co., E. Hubschman & Sons, Inc., 
Hunt-Rankin Leather Co., Maurice D. 
Kaufherr Co., C. D. Kepner Leather Co., 
The Kossbeck Leather Co., Inc., Key- 
stone Leather Company, A. C. Lawrence 
Leather Co., G. Levor & Co. Inc., Mc- 
Neely & Price Co., Mitchell & Peirson, 
Inc., R. Neumann & Company, New 
Castle Leather Co., Inc., Northwestern 
Leather Co. Trust, Ohio Leather Com- 
pany, Robertson Leather Co., Inc., Carl 
E. Schmidt & Co., Seton Leather Com- 
pany, Samuel Shapiro, Surpass Leather 
Company, Albert Trostel & Sons Co., 
Richard Young Company. 

The Exhibit Committee is composed 
of the following: J. J. Lyons, Surpass 
Leather Co., chairman; J. W. Griess, 
Griess-Pfleger Tanning Co.; F. H. Miller, 
G. Levor & Company; G. H. Mealley, 
The Ohio Leather Company; J. T. Mc- 
Cauley, Allied Kid Company. 











Tupper Slipper Corp. Moves 


NEw YorK—The Tupper Slipper 
Corp. has moved from its former home 
at 200 Tillary Street and is now at 25 
Lafayette Street, Brooklyn. 

Founded two years ago, this firm has 
grown rapidly and larger quarters be- 
came a necessity. Mr. Tupper is well 
known in the slipper world. He was 
formerly with the Best Ever Company 
and has been in the business for almost 
twenty years. 

In its new factory, the Tupper cor- 
poration has installed machinery for 
the manufacture of slippers with a 
Compo attached sole. It will continue 
to manufacture its regular line of soft 
sole slippers. 





Polish Firm Changes Name 


RocHeEstTer, N. Y. (UTPS)—Officials 
of the Rochester Polish Corporation, 
manufacturers of Polyshine shoe pol- 
ish, last week changed the name of the 
firm to Polyshine, Inc. The concern, 
headed by M. Clark Wetmore as presi- 
dent, was organized in 1926. Most of 
its officers formerly were associated 
with the Shinola Company. 
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Get Ready for Your Biggest 
Tennis Year 


[CONTINUED FROM PAGE 23] 


the sailor pajama suit and saucy beret 
on the back of the head. The “hoyden- 
ish note” in sports, one woman called it. 

But surely with cotton and linen 
overall pajamas, sailing, camping and 
tennis, all in the summer schedules for 
vacationists and working people alike, 
tennis and tennis types should warrant 
carefully planned promotion. Catchy, 
colorful advertising, remembering that 
people will sometimes spend a great 
Oe of money for correct vacation 
equipment, when they would naturally 
economize on utility clothing. 

The various rubber companies, find- 
ing a new trend in light airy sports 
type of rubber wear, have created new 
lines at attractive prices. Tough but 
fine cotton nets combined with rubber 
tips and trims are the novel treatment 
in tennis footwear. These types are 
also very smart for the spectator and 
onlooker. 

Crepe composition and _ synthetic 
soles, and some genuine novelty rope 
soles, are showing, as well as the regu- 
lation solid rubber types. 

This season there is an opportunity 
to merchandise rubber footwear in two 
different promotions. First, as the 
early sports type, and second, for beach 
and resort wear. 

Many merchants neglect to show 
their rubber goods early enough before 
the opening of school camps, therefore 
losing the sales of the better grades 
at better prices. There is a camp busi- 
ness which should be seriously looked 
into by the smart town retailer. 

Camps require at least two or three 
pairs of rubber sole sneaker types, one 
pair of bathing shoes, two bathing caps 
and a pair of white rubber soled ox- 
fords; also the daytime shoes of elk, 
ealf or awning cloth having rubber 
soles. 

Successful camps usually have 200 
enrollments, and in some very preten- 
tious literature lists are quoted and the 
name of the rubber-wear approved of 
by the camp. 

It is good business to have your name 
snecified in the catalog as a store which 
carries the regulation rubber-wear. 
Look into it, rubber buyers and dealers, 
it is worth while checking. 





Firmer Tone in Hides 


NEw YoRK—The hide market showed 
a firmer undertone during the latter 
part of February. Hide prices, after 
reaching the lowest on record in the 
past thirty years during the middle 
of the month, reacted at the end of 
February when packers moved fairly 
large quantities of hides at higher price 
levels. This influenced sharp advances 
in hide future prices on the New York 
Hide Exchange. Future prices at the 
close on Saturday, Feb. 28, reflected 
gains of approximately 1% cents per 
pound since the low point on Feb. 18. 

Trading in hide futures during the 
first two months this year has been 
quite active, the total turnover aggre- 
gating approximately 85,000,000 


pounds, this representing an increase 
of more than 115 per cent over the 
volume during the same months last 
year. 
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(New Revised Fifth Edition) 


BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 


You Do Just That! 
Insures Accuracy of Buying Judgment 


Black “If a $5 Gold Piece Falls Thra 
Cleth a Crack in the Floor”—is the 
Binder— - | title of our instruction brochure 
red imitation for keeping stock records: — 

leather back 
and corners, 
geld lettering 





Supplied with each order for 
the Stock Record System. 











One hour a day keeps your records 
complete— 

Every sale and purchase recorded— 
Visible daily turnover and sales re- 
port—with monthly inventory of each 
stock number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch 
stores— 


FOR GROUP OWNED STORES 
—the Stock Record System used in 
conjunction with the MASTER 
STOCK SHEET and the central office 
CONTROL FORM, also a COMPARI- 
SON FORM for sales of total pairs 
by seasons and years, gives the mer- 
chant-owner complete stock contro] 
with style and sale trend. These 
three forms are illustrated and are 
supplied 
50 Sheetse—$3.00 


Each fits the STOCK RECORD loose 
leaf binder. 


Black Cloth Binder—114%4" x 13%” 
i and Stock Sheets, 





West of Denver, $9.50 
Canada aad Foreign, $10.00 


CARTON TICKETS, $6.50 
West of Denver, $7.00 
Canada and Foreign, $7.50 


Postage Prepaid—Check with order, 











Your choice of DeLuxe flexible imitation leather binder 





shown above, or— 


Black cloth binder below. 


Shoe Carton Tickets 


S0e. per 100s 91-50 fer 500) $2.50 for 1 


1000. 
Olips plied w ordered 
P An Ty with pg Ee 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 
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WHERE TO BUY 
Slipper Ornaments 
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The right merchandise at the right time 
Selid colors in stock—samples on request 


HY-GRADE SLIPPER SUPPLY CO. 
683 Broadway New York City 
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WHERE TO BUY 


Children’s Footwear 
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Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT SHOE CoO. 
THIENSVILLE, WS. 


















ASS 
CHILDRENS 
FOOTWEAR 





~~ IN STOCK 
Genuine = Builds repeat business 
Moccasins Fron Strte Bestlet en enmeet fF 





[LG H BASS & CO, 18 Main St, WILTON, MAINE | 





OF 6 Pe ee Ee PP CO ee 


WHERE TO BUY 


Cm, 


Shoe Forms 


i ie 


for Shoes cal Hosiery 


made of white, 
transparent or colored 


FAIRYLITE 


Shee nl Co., Ine., Auburn. N. ¥. 
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Making Infants’ Specialties 


MARBLEHEAD, Mass.—F. A. Parker, 
Inc., recently formed, is making turn 
and stitchdown specialties for infants 
at 20 Sewall St., the shoes going to 
the department store trade. “Grey 
Goose” moccasins are among its special- 
ties. F. A. Parker, Jr., Flora S. Parker 


and Samuel P. Kaplan make up the 
firm, Mr. Parker being president and 














treasurer. 








Whites at Palm Beach 
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is, indeed . . . yet so youthful us 
to be the delight of évery deb- 
utante who sees it! 


















This attractive advertisement by 1. 

Miller, reflecting the season’s vogue of 

white footwear at Southern resorts, ap- 

peared in the Palm Beach News, which 

reports the doings of fashionable folks 
at that smart resort. 








New Record in Volume of 
Hide Futures 


New YorK—A new high record in 
the volume of trading in hide futures 
on the New York Hide Exchange was 
established March 5, bringing the total 
turnover on the Exchange so far this 
year far above the 100,000,000 pound 
mark, The heavy trading in hide fu- 
tures on the Exchange was accom- 
panied with a steady advance in prices 
during the past two weeks, futures’ 
prices at the close on March 5, reflect- 
ing gains of about 2% cents per 
pound over the low point reached on 
Feb. 18. This advance in price repre- 
sents practically 25 per cent increase 
in the value of the commodity. 

. L. McKendrew, president of the 
New York Hide Exchange, in comment- 
ing upon the activity in hide futures 
trading and the advances in prices dur- 
ing the last few weeks, today said, 
“The sharp upward movement in hide 
futures reflects the changing condi- 
tions within the industry, there being 
no factors of restriction or control of 
production or price in the commodity. 
The increased interest in futures has 
been largely due to the improvement 
in demand for actuals on the part o 
tanners, who in turn are experiencing 
a broader demand for leather, owing to 
the increased orders received by the 
shoe manufacturers since the middle of 


f|be held March 17. 





February.” 


Appoint Canadian 


Representative 
New York—The Allied Kid Com- 


pany have announced the recent ap- 
pointment of A. G. Mooney, Ltd., 261 
St. Paul Street W., Montreal, as Gana- 
dian representatives for the Quaker 
City Division. A. G. Mooney, Ltd., is 
one of Canada’s best known and long- 
est established leather distributing 


firms. 


Rivoli Slipper Co. Moves 
New YorkK—The Rivoli Slipper Co., 


Inc., manufacturers of leather and 
satin boudcir slippers retailing at pop- 
ular prices and sold to leading volume 
buyers, has moved from 651 Broadway, 
New York City. - 77 St. Francis 
Street, Newark, 

According to Mr. *Wrubel, this move 
was caused by a need for more space. 





Patents Granted on Shoe 


Buckle 


New YorkK—Louis Alterson, of L. 
Alterson & Co., New York, has been 
granted basic mechanical patents on a 
type of shoe buckle merchandised under 
the name of the Tulip buckle, the prin- 
cipal distinguishing feature of which is 
the fact that it is designed in such a 
manner that only the ends of the buckle 
appear wnen the strap is buckled, and 
not the top and bottom. The advan- 
tage is chiefly in appearance, this type 
of buckle giving a touch of unusual 
smartness to the shoe. 





McElwain Factories Active 


LYNN, Mass.— The J. Frank Mc- 
Elwain Co. is making 22,000 pairs a 
day in its five factories at Nashua and 
Manchester, N. H. The firm produced 
4,000,000 pairs last year, as against 
70, 000 pairs for the year of its start, 
1922, and is distributing through 500 
stores. These and other activities of 
this concern are set forth in a display 
at the New England Council booth in 
the North station in Boston. Speci- 
mens of leather that are used in the 
shoes and pictures of shoemakers at 
work in the various operations of mak- 
ing the shoes, make the display inter- 
esting. 





Discuss Plans for New York 
State Convention 


SCHENECTADY, N. Y.—At a meeting 
of the Shoe Retailers Association of 
Schenectady, held last week, prelim- 
inary plans were formulated for the 
annual convention of the New York 
Shoe Retailers which will be held in 
Schenectady, Sept. 14 and 15. 

A majority of the shoe men of the 
city were present and various conven- 
tion phases were discussed, such as 
accommodations, program, entertain- 
ment, publicity and other factors that 
go to make a convention a success. 

Chairmen of various committees 
were appointed, who will select their 
membership before the next meeting, to 
At that meeting 
definite plans of procedure will be laid 
down and the various committees will 
begin intensive work to make the Sep- 
tember gathering an outstanding shoe 
convention. 
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Since LINCOLN ee 


Was President 


Honest Abe” was in office when the 

first unit of the present Shoe Lace Ww 
Company began business. The tradition 

of quality and uniformity established 66 | 











years ago has been jealously maintained. 
Controlling production from raw cotton 
to the finished lace we can assure you 
standard quality in laces for every type 
of shoe in every grade. Manufacturing 

economies due to complete supervision Tl 


during every step of manufacture make 


Dvervin ULE MILLS 





possible the present values. 








THE JOSCO FABRIC TIP 
—a small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO . 
tip cannot pull off for it is part 
of the lace itself which has RAW COTTON RECIEVED 
OIRECT FROM PLANTATION 
been impregnated with our 


} = s. ~ ) A as 

ee own exclusive solution to give 
Tips may be either fabric, met- it the proper rigidity and en- 
al or celluloid. We recom- durance. We guarantee the 
mend the recently perfected JOSCO FABRIC TIP to out- 
JOSCO FABRIC TIP. last the lace in ordinary use. 

Shoe Lace Company, Ltd. 

(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 
SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS. 


TRADE MARK REGISTERED 
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Pick Colors for 
Women’s Volume 


Shoes for Fall 


New York—Five classic staple 
colors for women’s shoes were selected 
for volume fall business at the joint 
meeting of tanners, shoe manufacturers 
and shoe retailers, held in cooperation 
with the Textile Color Card Associa- 
tion. 

The five shades in -~ order of their 
importance are: Prado brown, Moores- 
que, a darker version of Admiralty blue 
to be called “New Admiralty blue,” 
Leafbrown and Paddock green. 

At a meeting to be held later, the 
joint committee will choose the high 
style colors for fall and winter. These 
will be closely keyed to the new woolen, 
silk and garment shades 

The members of the official commit- 
tees of tanners, shoe manufacturers and 
shoe retailers cooperating with the 
Textile Color Card Association and its 
director, Margaret Hayden Rorke in 
the choice of fall leather colors are as 
follows: 

Tanners’ Council of America—Burt 
3 chairman, Hunt Rankin Leath- 
er Co.; F. J. Blatz, E. L. Fraim, Amal- 
gamated ‘Leather Co.; ; Benj. mene 
Rhea Nichols, Allied Kid Co.; 
Barrett, Barrett & Co.; C. D. Saag 
C Brown Co.; Ruth Kerr, Calf 
Tanners Association; Wm. F. Hickey, 
John R. Evans & Co.; Hilda Rau, Rob- 
ert H. Foerderer, Inc.; J. W. Griess, 
Agnes Davis, Griess Pfleger Tanning 
Co.; Carl E. Ganter, Hunt Rankin 
Leather Co.; F. H. Miller, Harry Tove, 
G. Levor & Co.; F. E. Jarbeau, R. L. 
Winans, E. W. White, A. C. Lawrence 
Leather Co.; R. E. Binger, Elizabeth 
Ambrose, New Castle Leather Co.; G. 
H. Mealley, Ohio Leather Co.; J. J. 
Lyons, Surpass nn mage Co.; E. A. 
Seidel, Wm. D. Taylor, Albert Trostel 
& Sons; Fraser M. Moffat, president, J. 
L. Nelson, secretary, Tanners’ Council 
of America. 

National Boot & Shoe Manufacturers 
Association—John C. McKeon, chair- 
man, Laird, Schober & Co.; A. F. Ban- 
croft, Bancroft Walker Co.; Everett 
Bradley, Bradley Goodrich Co., Inc.; 
Raymond P. Morse, Cantilever Sales 
Co Herman Meyer, Croxton-Wood 

& Co: ; E. F. Abbott, Cushman-Hollis 
Hy W. A. Dixon, Dixon-Bartlett Co.; 4 
John R. Garside, A. Garside & Sons; 
Frank Payne, Gerberich-Payne Shoe 
Co.; C. Overman, Johnston & Murphy; 
Harold C. Keith, Geo. G. Gove, Geo. E. 
Keith Co.; Paul O. MacBride, Milford 
Shoe Co.; Geo. Miller, Leo Sholtz, I. 
Miller & Sons, Inc.; W. E. Wilson, A. 
E. Nettleton Co.; L. W. Proctor, L. W. 
Proctor, Inc.; Oliver P. DeRidder, E 
We .. & Co.; L. S. Roth, Roth Shoe 

Co.; Roger A. Selby, Victor T. 
Selenide Selby Shoe Company; A. N. 
Blake, ‘Watson Shoes Inc.; Jay O. Ball, 
managing director, National Boot & 
Shoe Manufacturers Association. 

National Shoe Retailers Association 
—John Slater, chairman, J. & J. Slater; 
Murray Schott, B. Altman & Co.; H. 
R. Williams, Bergdorf & Goodman Co.; 
J. P. Rogers, Bonwit, Teller & Co.; F. 


Jp Pike, Jay-Thorpe, Inc.; John J. 


Oppenheim Collins & Com- 

: M. Linder, J. & J. Slater; 

| H. Stone, manager, National 
Shoe Retailers Association. 











‘ Robot Writes About Shoes 











This extraordinary mechanical figure, which writes messages and draws pictures with 

uncanny skill and almost human intelligence, stopped the traffic recently when shown 

in an H. & S. Pogue window in Cincinnati and at Byck’s in Louisville where the above 
photo was taken. 





CINCINNATI—The Julian & Kokenge 
Company, makers of Foot Saver Shoes, 
are providing their dealers with a dis- 
play piece which has aroused unusual 
interest in the cities where it has been 
shown, including Cincinnati, Louisville 
and Toledo. In the former city, this 
unique display attracted such large 
crowds to the windows of H. & S. 
Pogue’s Department Store that police 
intervened to clear the streets for pe- 
destrians and vehicular traffic. A Cin- 
cinnati ordinance forbids the blocking 
of traffic by a public display of any 
sort. So “Miss Marvelle McAnnical,” 
as this mechanical figure has been 
named by her owners, played only a 
two-hour engagement before that audi- 
ence. 

In Louisville, Byck Brothers & Com- 
pany displayed the writing Robot for 
a week, but it was necessary to stop 
the performance at frequent intervals 
in order to clear the sidewalk. Foot 
Saver dealers all over the country are 
waiting their turn to display this robot. 

In the midst of a displav of Foot 
Saver Shoes a life-sized doll is half- 
sitting before a framed piece of blank 
paper about 3 ft. by 4 ft. in dimension. 
The figure is modishly gowned and 
shod. As if moved by her own impulse, 
she raises her arm toward the paper. 
Her hand holding a crayon hovers over 
the paper and begins to write or draw 
pictures. 

Her literary compositions are con- 
cerned. naturally, with the virtues of 
Foot Saver Shoes. Sometimes she il- 
lustrates a point by drawing a diagram 
—or just dashes off a cartoon for good 
measure. When the paper has been 
filled it slides upward on a roller and 
the robot starts to work again, writing 
a different paragraph or drawing a dif- 
ferent picture. Hour after hour she 
can keep up her work, never drawing 
or writing the same thing twice. 

“T heard about this robot in New 
York several weeks ago,” said H. N. 
Lape, president of Julian & Kokenge 
Company. “She is one of a small family 
of robots who were ‘born’ in the work- 





60 





| shop of a German inventor. 
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Her eldest 
sister was first exhibited in the adver- 
tising display section of the Leipzig 
Fair, a year ago. Later she was shown 
in Berlin in the windows of one of the 
most famous silk shops of Germany. 
While this display was going on, police 
were required to handle the crowds 
which surrounded the window. Her 
first appearance in this country was at 
the New York Radio Show last Sep- 
tember. There she kept her spectators 
spelbound and curious by writing an- 
swers to questions they asked her. 
Right now, however, Foot Saver deal- 
ers are keeping her too busy to answer 
questions. We purchased exclusive 
rights to the use of this robot for the 
shoe industry in the entire United 
States.” 

“Yes, but how does it work?” 

Mr. Lape smiled. “Well,” he said, 
“that’s a question that thousands of 
people ask every time our ‘Miss Mar- 
velle McAnnical’ is displayed in a store 
window. I will tell you, though, that 
the figure has nothing but machinery 
inside it. But as to what makes it 
work—I think we’ll keep that a secret.” 


M. J. O’Hara Dead at Home in 
Quincy, Mass. 


BostoN—Michael J. O’Hara, 61, a vet- 
eran member of the sales department of 
the United Shoe Machinery Corpora- 
tion, died on Monday, Feb. 23, at his 
home, 19 Upland Road, Qunicy, Mass. 

Mr. O’Hara joined the United organ- 
ization when that company absorbed 
the Boston shoe tool concern of T. A. 
Bresnahan. Over forty years of hon- 
orable service in the shoe industry have 
earned for Mr. O’Hara a host of 
friends who will learn of his passing 
with keen regret. 

He is survived by his wife, a brother, 
John J. O’Hara, and a sister, Miss Mar- 
garet O’Hara. 















THIS EFFECTIVE NATIONAL CAMPAIGN IS 


Ready to Go 


to Work 


for You 


in Your Business, 


* or Your Community 





UNDREDS of merchants are now bene- 


fitting by the vigor and impulse of the - 


1931 AMERICA—FORWARD MARCH 
Campaign. So popular has its appeal been, 
that it has jumped into national acceptance 
and use. Enthusiastic reports of its adoption, 
and demands fot further information are 


pouring in from all over the country. 


March and April now promise to witness its 
Individual merchants, 


fullest application. 
and in many cases whole communities, are 
laying plans to give this stimulating campaign 
a prominent place in their Spring activities. 
Full information will be sent you free of 


charge. 


We have prepared a very complete Sales 
Promotion Plan to help put this campaign to 
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FULL PARTICULARS and 
SAMPLE MATERIALS SENT FREE 


work for you. Hundreds of copies have al- 
ready been sent out, and many more are being 


mailed every day. 


With each copy of this Plan we are enclosing 
samples of the materials available for your 
use. This gives you an opportunity to fully 
consider the possibilities it offers you in 
rounding out your preparations for Spring 


sales. 


A request on your business stationery will 
bring full particulars, entirely without obliga- 
tion. Or, if you prefer, fill out and clip the 
coupon below, tuck it in an envelope, and 


mail it immediately. 








Forward March Campaign Committee 
BOOT AND SHOE RECORDER 
239 West 39th Street, New York, N. Y. 


Gentlemen: Will you please send me a copy of your Sales Promotion 
Plan and samples of the material in connection with the 1931 
AMBRICA—FORWARD MARCH Campaign. This without obligation 
or cost to me. 





















THIS MAY BE 
YOUR OPPORTUNITY 

















SALESMEN WANTED 








SALESMEN WANTED 


SALESMEN WANTED 











Salesmen Wanted 


For 


Mississippi, North and South Caro- 
lina, Ohio, Colorado and other de- 
sirable territories. Our Shu-Stiles 
In-Stock Line of Compo. con- 
structed and high styled pattern 
shoes retailing at $5.00 and Special 
Shoe Co.’s fast styles in McKays 
retailing at $4.00, are nationally 
sold and well established and offer 
a permanent and profitable connec- 
tion to live wire salesman. When 
applying state experience and age. 
Address 
SHU-STILES, INC. 
1330 Washington Ave. 

St. Louis, Mo. 


To High Grade Men 
Covering: 
KENTUCKY 
TENNESSEE 
ALABAMA 

We have an exceptional side line 
of Children’s Goodyear Welts and 
Stitchdowns. Excellent quality and 
right prices. All carried in stock. 
Straight Commission basis only. 
No drawing account. 

Curtis-Stephens-Embry Co. 
Reading, Penna. 











SALESMEN WANTED 


with established trade in West and Middle 
West to sell Women’s Novelties, Retailing 
from $2.00 to $4.00. n stock, on Straight 
Commission. Give full details and refer- 
ences in first letter. 


THE CHARLES MEIS SHOE CO. 
806 Walnut St., Cincinnati, 0. 








Experienced Salesmen 


To sell fast line of women’s novelty 
footwear, in-stock, to retail at $3 
and $4, for Texas, Oklahoma and 
Mississippi. Strictly commission 
basis. NATIONAL SPECIALTY 
SHOE COMPANY, St. Louis, Mo. 











Sram SALESMEN wanted by old established 
manufacturer to carry a remarkable new line 
hard sole Mules and D/Orsays retaili 
A. $2.00 up. Territories now being revi 
—+ men preferred. Side line commis- 


Shoe Recorder, 239 
West 39th C14 care New York, N. Y. 





WANTED—An experienced salesman calling 

on retail shoe trade to carry as a side line 
an item to be given by dealers as premium to 
children. Give references and territory covered. 
EAGLE MANUFACTURING CO., Wells- 
burg, W. Va. 


SALESMEN 


Shoe Polishes and Dressings. 
Established line. Good proposi- 


tion. 
New Victory Shoe Polish Co. 


116-120 N. Paulina St., Chicago 











SIDELINE SALESMEN wanted for a good 

paying and selling line. Please submit refer- 
ences with your reply. Address C-280, care 
Boot & Shoe Recorder, 140 Federal St., Boston, 
Mass. 


SALESMEN with established trade to sell on 
commission as side line, short line of house 
S rs, — in stock. Latest styles, 

ium prices. Territory open: Arizona, 
Southern California, Colorado, Nevada, New 
Mexico, Wyoming, North Dakota, South Da- 
kota, ae, Ohio, Southeastern Pennsyl- 
vania, W. Virginia, Georgia, — ed 
South Carolina, Tennes: good 
making side line. NESTLETOE SLIPPERS, 
INC., Worcester, Mass. 


RUBBER FOOTWEAR salesman for Maine, 
New Hampshire and Vermont. Commis- 
sion basis only. Address C-388, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 












SALESMEN WANTED for New York State, 
Ohio, and Michigan, to sell a_ profitable 
$4.00 line of Women’s Goodyear Welt shoes 
to the retail trade. Line also includes Growing 
Girls’ and Misses’ Welts; Infants’ and Child’s 
Stitchdowns. All shoes carried in-stock. 7% 
commission. Address C-389, care Boot & Shoe 
eo 239 West 39th Street, New York, 





SALESMEN WANTED to cover the follow- 
ing states by car, on a strict commission 
basis of six per cent, with monthly settlements. 
Short line of misses’ and children’s popular 
riced stitchdowns manufactured by us in 
Reoaetvenie. Fall line will be nary, early in 
April. ILLINOIS, _WISCONSI S- 
SOURI, KANSAS, NEBRASKA "IOWA, 
MINNESOTA, OKLAHOMA, NORTH DA: 
KOTA, SOUTH DAKOTA. ’ Address C-393, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





LINE WANTED 


AN with large following in the shoe indus- 

try is desirous of securing line for Pacific 
Coast. 29 years’ experience in this territory. 
Can furnish best of references. Address C-384, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








LINE WANTED — Women’s or children’s. 

Following of the better kind in Metropolitan 

New York and Long Island—Producer. Refer- 

ences on request. Address C-386, care Boot 

$ ~ 3g Recorder, 239 West 39th Street, New 
ork, N. Y. 





MANUFACTURERS ATTENTION—Wanted 
an exceptionally strong line of novelty 
McKays, to retail at $4 and $5 to the chain 
store and large department stores, for Michi- 
gan, Ohio, Indiana, and Illinois. Commission 
basis. Address C-387, care Boot & Shoe Re- 
corder, 209 South State St., Chicago, Iil. 





POSITION WANTED 


MANAGER or buyer of ladies shoe store or 
shoe dept. Twenty years’ experience in 
manufocnng and selling shoes. JIM S. 
SALZMAN, 2 Hinckley Place, Brooklyn, N. Y. 








SIDE LINE salesmen to sell house slippers 
from the manufacturer to chain and depart- 


ment stores, at attractive prices. ny 
territories open, also CANADA. A_ good 
chance for the right man. Address C-392, care 
Boot & Sh oe Recorder, 239 West 39th Street, 
New York, N. Y. 





MANAGER, and buyer of retail shoe dept. 
10 years’ shoe experience, past 4 years 

manager and buyer of misses’, children’s, and 

boys’ shoe department, doing as high as 

$85,000.00 yearly. Age 29, single. Will og 

owe, Address JOHN GLOEDE, R. 

7, Mt. Clemens, Mich. 





word of the address should be 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisemen oo “ig 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
-advertising is payable in advance. 
&® Advertisements for thispage must be in our New York office on Friday of the week preceding publication. “68 


ts the rate is 7 cents per word. 


Minimum 
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POSITION WANTED 





FOR RENT 





MA®AGER and Buyer of Retail Shoe Dept. 
or store. 8 years’ experience in shoe 
business. Can successfully buy for, sell and 
promote shoe department. Ext 





SHOE STORE, established forty years, pro- 
essive city. Rockville, Conn. No stock 
or fixtures. Available at once. A. F. B., 497 





of merchandising and installing stock controls. 
Have initiative, ability, excellent references, 
willing to go anywhere. J. camewsts, 1355 
Bromx River Avenue, New York, Y. 





MARRIED MAN, six a experience de- 
sires connection with family, chain or 
operat store. Can furnish best of refer- 

Address C-374, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 





Ng od SALESMAN—Young man, 35—with 
experience and familiar in buying, 
ph... connection with a store of the better 
kind. Reference or interview cheerfully given. 
Address C-391, care Boot & Shoe corder, 
239 West 39th Street, New York, N. Y. 





J. H. KOTZ 
available to shoe retailing interest as 

MERCHANDISER—MANAGER—BUYER. 
Ten years president of the six Kotz Shoe 
Stores in Chicago and vicinity. Ten years 
buyer and manager for Feltman & Curme. A 
man of ripened executive experience, who can 
make himself invaluable to a large firm in mat- 
ters of buying, styling, training and directing 
personnel, etc. Address him at 6140 No. 
Oakley Avenue, Chicago. 





OOKKEEPER — female — full charge. 10 

years’ experience. Knowledge | stenography, 
typewriting. 2 years’ shoe experience. High- 
est references. Tivoli 2-4808. 





STORE. MANAGER—age 27. Nine years’ 

experience—window bone and and show card 
writing. Buying and merchandising knowledge. 
Address C-381, care Boot & Shoe Recorder, 
1201 Chestnut .Street, Philadelphia, Pa. 


Far gt Ave., Hartford, Conn. 








Prominent Progressive 
Department Store 


catering to popular and better trade, has 
Shoe Department space, 20 feet by 50 
feet, front mezzanine, just off main en- 
trance, mid west -. total business— 
half million. Apply Bajomte Storch 

Company, 106 West 38th St., 
New York City. 














WANTED TO LEASE 





LAS ag 3 departments, New York State, 
locations, live stores considered 

Addr ened care Boot & Shoe Recorder, 

239 West 39th Street, New York, N. Y. 





PARTNER WANTED 





PARTNER, with $15,000, with a drawing 
account of $100 per week, to join a differ- 
ent kind of shoe store in Boston, Mass. Dis- 
counts all bills, highest credit and rating, rea- 
son for partner, expanding business. Address 
C-390, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 

WANTED TO LEASE 





MERCHANTS’ NEEDS 











YOUNG MAN, college education, would like 

to connect with shoe firm in any capacity. 
H. FOGEL, 3033 Coney Island Avenue, 
Brooklyn, N. Y. 





FOR SALE 


ACTORY, BROCKTON, Modern construc- 
tion (70 x 90), garage and storage building; 
total price under $15,000; this is less than 
Y% of replacement cost; * responsible concern 
mav arrange terms to suit or will lease with 
— of purchase. Real Estate Dept., 1 
rt Street, Boston or Hubbard 5813. 











Shoe Departments 
For Sale 


Located in leading department 
stores in several large eastern and 
central cities. Business in depart- 
ments well established and featur- 
ing nationally known line of high- 
grade women’s shoes. This o 
real opportunity for live wire, 
aggressive shoe merchant or sev- 


eral of them. 

Address C-385, care BOOT & 
SHOE RECORDER, 239 West 
39th Street, New York, N. Y. 














a SALE OR RENT— Former Century 

hoe Co. plant, fully equipped, outside roy- 
- machines. Some working capital available 
for right party. Address C. C. Greiner, 
Macungie, Pa. 





SHOE DEPARTMENT WANTED 








Wanted Department in 

High Grade Store Doing 

$200,000 Women’s Shoe 
Business. Rental Basis 

Address C-383, care BOOT 
ER, 239 


& 
SHOE RECORD West 
39th Street, New York, N. Y. 
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DISPLAY JPAPERS 


The finest line ever pre- 
sented to the shoe trade for 
display purposes. PRE- 
PARE FOR SPRING 
AND EASTER. 

Write for samples and prices now 
Display Creations 
1439 Broadway 
Detroit, Mich. 

















Mild Weather Helps New 
Orleans Trade 


New ORLEANS (UTPS)—Unusually 
mild weather in New Orleans has stim- 
ulated the trade in spring wear, nearly 
all the shops report. There is a heavy 
trend toward black and white and beige 
buckskins for sport, O. J. Martin, man- 
ager of the shoe department of God- 
chaux’s, reports. One pair of pistachio 
green slippers exhibited in the current 
style show at Godchaux’s attracted as 
much attention as anything in the ex- 
hibition. 

Harry Davis, manager of the Walk- 
Over stores, noted especially that the 
mild weather has started the usual 
spring trade some what in advance of 
the usual date. He reports black faille 
silk and flat crepe moving well. 

Discussion of an association of shoe 
dealers is going the rounds of the trade, 
but no definite action toward this end 
has been taken. 
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HIGHEST CASH PRICES 
PAID 


for shoe ae slow sellers, ete. 
Transacti 


Short time 
losses taken over. ons confid 
Est. 1890 


ential. 


MAX GLAUBERG 
350 Canal St., New = City 
hone: Walker 3 








If you contemplate selling your 
entire or 8 lus si com 
municate with us. Prompt at- 
tention given. 
KIRSCH-BLACHER CO., INC. 
590 Broadway New Yerk 
Phone Canal 6-4298 and 4299 











We are open to 
BUY FOR CASH 
retail stocks of SHOES—GENERAL MER- 
CHANDISE — Unexpired leases assumed 
POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 0352 








MERCHANTS’ NEEDS 











E hi for Your Windows 
a uturistic Displays and 
ety sogg>S 
Fixtures, 


Artifielal Vases, 
peer Be Feattines, =, © Velour Papers, 


Borders, 
» Fells, Fiitters, by Draping Mate- 
fia Sree Mate Send fer Faney Paper Booklet. 
naan DISPLAY DECORATIONS 
118 West Broadway, New York 








: WINDO' DOW 
DISPLAY FI es 


I SEGALLE SONS 


933 ARCH ST. 
PHILADELPHIA, PA. 


| ARE BUSINESS GETTERS 
ke SEND FOR CATALOG 




















MERCHANT S’ NEEDS 





Pat. No. 1712420 


KANT-SLIP wx 


A master stroke in sale-saving. 
Made of kid leather with sponge 
rubber disc. Vulcanizes in with 
cement (not glue). Inserted 
and worn in five minutes. Each 
pair in cellophane envelope with 
tube of cement. Packed 36 pair 
in display box, 15c. a pair. 


Ratcliff Products & Sales Co. 
Columbus, Ohio 














“@p SHOE CARTON LABEL 
(GUI) SPECIALISTS 
\ = / Coe 


| THE AMERICAN PRINTING «LABEL CO 


414 St MCINNA 


Mule Ae “ww xyot SamAky 





Milbradt 
Rolling Step Ladders 


Enable you to reach your 
highest shelves convenient- 




















y. 
They last a lifetime 
and 


Are made in any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 





Milbradt 
Manufacturing Co. 
Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 

















Old-Time Shoe Exhibit 
Emphasizes Anniversary 


Boston, Mass.—Congress shoes worn 
by the society matron of fifty to sixty 
years ago, and side-laced turned shoes 
of the same period were contrasted 
with modern styles in the West Street 
window of the Thayer, McNeil Com- 
pany downtown store during this com- 
pany’s recent celebration of its fiftieth 
aniversary. 

Three large pieces of composition 
board covered with fabric filled the en- 
tire window. The old-time shoes were 
at the extreme left—the modern shoes 
were at the right. On the center panel 
were mounted photographs of the five 
Thayer, McNeil stores which have 
sprung from the original store. 








Same Prices for 1 or 2 Persons in a Room 


ROOM, WITH 


1.50 toe 2.50 per day 


WEEKLY RATE 
ROOM, WITH 


2.25 te 3.50 per day 
WEEKLY RATES FROM $14 UP 
Restaurant: Quelity Feed at Mederete Prices 


MARTINIQUE 


BROADWAY, 32nd-33rd STS., NEW YORK 


HOTEL 


USE OF BATH 


S FROM $9 UP 
PRIVATE BATH 














BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned hy any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





Moderate Priced Shoes 
Show Gains 


AMARILLO, TEX. (UTPS)—Compared 
to the same months of 1930, shoe sales 
in Amarillo and this section of Texas 
for January and February are better 
in the moderately priced shoes, accord- 
ing to the general report of buyers, 
while fancies and extreme prices are 
decidedly “off.” 

Bryan Moore, buyer for White and 
Kirk, dealers in women’s wear, reports 
the number of sales about the same, 
but there is a decided trend for cheaper 
shoes. The best seller is in the $10 
value, with black kid leading. Some 
interest is being manifested in patents, 
and, while the season is early in Am- 
arillo, with its high altitude, there are 
many inquiries for linens and fabrics, 
which shows that they will “go big.” 

The Palais Royal reports the reptiles 
still leading in their line of $6.00 shoes. 

C. H. Burwell, buyer for the Mari- 
zon, states that business is holding 
well, with much interest shown during 
the last two weeks of February, for the 
fabrics. The $10.50 shoes are best 
sellers, with black kids leading. Some 
desire for patents, beige is fair, con- 
trasts good for the early season, while 
enough calls are had for blues to class 
them as permanent. 


64. 


Cantilever Shoes to Be Made 
in Canada 


ToRONTO, ONT. (UTPS)—From now 
on, Cantilever shoes sold here will be 
a Canadian product, officials of the 
company announce. The Cantilever 
Shoe Company, of Canada, Limited, 
has been formed and a factory has 
been opened in this city. For two 
years, the Cantilever corporation of the 
United States have been considering 
manufacturing in Canada, but it was 
the recent new tariff regulations en- 
acted by the Dominion Government, the 
company announces that brought them 
to a definite decision. 

Fred E. Jenner, who for many years 
has been the resident manager of the 
Canadian interests of the company, has 
been made president of the newly- 
formed Canadian company. 

The company announces that Canti- 
lever shoes are now, for the first time, 
being manufactured 100 per cent in 
Canada, and that on that account, it 
will mean a saving of $3.00 a pair to 
the retail purchasers. But at the same 
time, the officials promise to maintain 
the standard of the shoes that have 
been imported from the United States. 
For Canadian buyers, the company an- 
nounces that most styles formerly 
$13.50 a pair, now will be available at 
the retail stores for $10.50 a pair. 


J. S. Tyler Opens Store 


Des Moines, IowA (UTPS)—James 
S. Tyler of Des Moines, formerly head 
of the basement shoe department at 
Younker Brothers, announces the oper- 
ing of the Tyler Economy Shoe Store 
at Nebraska City, Neb., April 1. He 
will sell men’s, women’s and children’s 
shoes at popular prices. Mr. Tyler was 
formerly secretary of the Des Moines 
Retail Shoe Dealers’ Association. 
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THE Business 
BAROMETER 


Business Changes 


CALIFORNIA—Thiem’s Boot Shop (1003 State 
St.) ; boots and shoes; advertising to sell out. 

CONNECTICUT—Hartford—Elby Shop, Ince. 
(227 Main St.); boots, shoes, etc.; inc. author- 
ized capital $50,000. 

ILLINOIS—North Chicago—-Jacob Kaplan & 
Sons, Inc.; boots, shoes, etc.; incorporated. 

Villa Grove—John Levin Co.; boots, shoes, 
etc.; ine. authorized capital $24,000. 

MASSACHUSETTS—Boston—Merchants 
Co., Inc.; wholesale boots and_ shoes; 
authorized capital $25,000. 

Al A. Rosenbush Co.; wholesale boots and 
shoes; filed issue of 2000 shares of prior pre- 
ferred stock. 

Paul’s Shoe Store (South Boston) ; 
shoes; reported selling or sold out. 

MICHIGAN—Lansing—Anson C. Longstreet 
(Farmers and Merchants Market) (401-413 E. 
Michigan Ave.) ; boots, shoes, etc.; recently com- 
menced business. 


Shoe 
ine. 


boots and 


NEW JERSEY—Newark—Mackta’s Bootery, 
Inc.; boots and shoes; inc. authorized capital 
$125,000. 

NEW YORK — Amsterdam — I. 
ladies’ shoes; discontinued. 

Brooklyn—Venus Shoe, Inc.; boots and shoes; 
incorporat 

Glens Falls—Glens Falls Clothing Co., Inc.; 
boots, shoes, etc.; incorporated. 

New York City—Prosperity Shoe Co. (145 West 
Broadway); wholesale boots and shoes; part- 
nership dissolved. 

Sterns Instep-Raiser, Inc.: 
ine. authorized capital $10,000. 

Harry M. Swarts, Inc.; boots and shoes; ine. 
authorized capital $5,000 

OHIO—Cleveland—William Mell, 
and shoes; incorporated. 

RHODE ISLAND—Pawtucket—Zarchen’s, Inc. ; 
boots and shoes; recently incorporated. 


R. Gregar; 


boots and shoes; 


Inc.; boots 





Failures, Embarrassments, Etc. 


ARIZONA—Mesa—Mannie Edelman (‘‘Man- 
nie’s’”) (119 W. Main St.); boots, shoes, etc. ; 
reported assigned. 

ARKANSAS—Camden—-D. M. Kallsnick ; boots, 
shoes, etc.; reported petition in bankruptcy. 

Fayetteville—Yarrington & Smith Co.; boots, 
shoes, etc.; reported assigned. 

CALIFORNIA—Los Angeles—Russell B. Wolfe 
(“North Park Shoe Store’); boots and shoes; 
reported petition in bankruptcy. 

San Diego—Russell B. Wolfe (“North Fark 
Shoe Shop’’); boots and shoes; reported petition 
in bankruptcy. 

CONNECTICUT — Stamford — John Jakubek 
(Sterling Boot Shop); boots and shoes; reported 
petition in bankruptcy. 

West Hartford—Minnie S. Weisberg; boots 
and shoes; reported petition in bankruptcy. 

DISTRICT OF COLUMBIA — Washington — 
Louis I. Greenberg (1016-18 7th St., N. W.); 
boots and shoes; reported asking general ex- 
tension. 

FLORIDA — Tampa — Children’s 
(Herman Peckett); boots and shoes; 
petition in bankruptcy. 

GEORGIA—Atlanta—Novelty Shoe Manufac- 
turing Co.; mfrs. felt slippers; reported petition 
in bankruptcy. 

Augusta—Chas. A. Meyer; boots and shoes; 
reported petition in bankruptcy. 

ILLINOIS — Aurora — Sam Kuhn (20 North 
Broadway) ; boots and shoes; reported petition in 
bankruptcy. 

Chicago—Henry E. Brown (536 E. 47th St.); 
boots and shoes; reported called meeting of 
creditors. 

Joseph Kuehn; boots and shoes; reported peti- 
tion in bankruptcy. 

Quincy—Good Luck Shoe Co., Inc. (508 Main 
St.) ; boots and shoes; reported offering to com- 
promise at 25 per cent. 

INDIANA — East Chicago— Morris Karlin 
(“The Hoosier Clo. Store’); boots, shoes, etc. ; 
reported petition in bankruptcy. 

Gary—William Rice (Will’s Army Store) (900 
Broadway) ; boots, shoes, etc.; reported offering 
to compromise at 55 per cent. 

LOUISIANA — Arcadia — Madden & Barber, 
Inc. ; boots, shoes, etc.; reported asking general 
extension. 

MAINE—Houlton—Louis Newhouse (Bangor 
St. Clo. Co.); boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Lewiston—J. A. Crossman Co.; shoe manufac- 
turers; reported receiver appointed. 

MASSACHUSETTS—Boston—Benjamin Cohen 
(Quality Shoe Store) (218 Hanover St.) ; boots 
and shoes; reported petition in bankruptcy. 

King Shoe Co.; wholesale boots and shoes; re- 
ported offering to compromise at 20 per cent. 


Boot Shop 
reported 
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Norwood—Benjamin J. Koplan (1060 Wash- 
ington St.) ; boots and shoes; reported assigned. 

MICHIGAN—Detroit—Kutinsky Bros.; boots, 
shoes, etc.; reported petition in bankruptcy. 

Bruno A. Stieber; boots, shoes, etc. ; 3 reported 
petition in bankruptcy. 

Monroe—William S. Hamerman; boots, shoes, 
etce.; reported petition in bankruptcy. 

MISSISSIPPI—Gulfport—Elmer’s, Inc.; boots, 
shoes, etc.; reported petition in bankruptcy. 

Tunica—W. P. Warfield; boots shoes, 
reported petition in bankruptcy. 

NEW HAMPSHIRE — Farmington — Paul J. 
Richard Co., Inc.; manufacturers; reported as- 
signed. 

NEW JERSEY—Burlington—Esrael B. Schoen- 
feld (“‘Schoenfeld’s Dep’t Store’); boots, shoes, 
etce.; reported petition in bankruptcy. 

NEW MEXICO—Albuquerque—J. A. Femberg 
& Co. (J. A. Femberg); boots, shoes, etc.; re- 
ported petition in bankruptcy. 

NEW YORK — Brooklyn — Mrs. Fay Citron 
(Burns Shoe Store) (6917 Myrtle Ave., Glen- 
dale) ; boots and shoes; reported called meeting 
of creditors. 

Clara Jasiewicz (129 Wythe Ave.); boots and 
shoes; reported petition in bankruptcy. 

S. Lieberman & Sons, Inc. (146 Spencer St.) ; 
shoe manufacturers; reported called meeting of 
creditors for March 2 

Morris Werksman (356 Fifth Ave.) ; boots and 
shoes; reported called meeting of creditors for 
Feb. 26. 

Mt. Vernon—Nathan Chason (29% S. Fourth 
St.) ; boots and shoes; reported petition in bank- 
ruptcy. 

New York City—Jennie Teitel (702 E. Tre- 
mont. Ave.) ; boots and shoes; reported petition 
in bankruptcy. 

OH1IO—Cincinnati—Charles Longini & Sons; 
wholesale boots and shoes; reported offering to 
compromise at 40 per cent. 

Norwood—Morris Hochfeld (4731 Main St.) ; 
boots, shoes, etc.; reported assigned. 

Painesville—Rose Krohngold (Krohngold Shoe 
Store); boots and shoes; reported petition in 
bankruptcy. 

OKLAHOMA — Asher — FE. A. Nayfa (‘Fair 
Store”) ; boots, shoes, etc.; reported petition in 
bankruptcy. 

PENNSYLVANIA — Canonsburg — Nathan J. 
Greenberg (539 Adams Ave.) ; boots, shoes, etc. ; 
reported petition in bankruptcy; reported re- 
ceiver appointed. 

Johnstown—Paramount Shoe Shop (112 Mar- 
ket St.) ; boots and shoes; reported petition in 
bankruptcy. 

Pittsburgh — Carlo G. Sparagna (‘‘Liberty 
Dep’t Store’’); boots, shoes, etc.; reported peti- 
tion in bankruptcy. 


ete. ; 
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Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 


Plymouth—David Weisberger (27 E. Main St.) ; 
boots and shoes; reported petition in bank- 
ruptcy. 

RHODE ISLAND—Pawtucket—Emile Tessier ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

SOUTH CAROLIN A—Greenville— Hole-in-the- 
Wall Shoe Store; boots and shoes; reported 
petition in bankruptcy. 

TEXAS—Houston—S. E. 
shoes: reported assigned. 

Laredo> (also San Antonio)—Franklin Bros. 

o., Inc.; boots, shoes, ete.; reported petition in 
bankruptcy. 


Epstein; boots and 


Colors for Summer 


New YorkK—Sixteen new colors for 
summer will shortly be sent out to 
members of the Textile Color Card As- 
sociation in confidential swatch form, 
it was announced today by Margaret 
Hayden Rorke, managing director. 
The mid-season card, portraying these 
shades, will be issued soon after. 

This special summer group will re- 
flect recent color developments in 
fashion and will include certain shades 
high-lighted at the Paris openings. It 
was pointed out by Mrs. Rorke that 
the new colors supplement but do not 
lessen the style value of shades already 
appearing on the Association’s 1931 
spring season cards, which served as 
the foundation for trade-wide color co- 
ordination. 

It was further explained that many 
colors appearing in the spring cards 
were stressed at the recent openings. 
These include Admiralty, Guardsman 
Blue, Singalee and Indies Brown, Sea 
Sand, Sky Grey, as well as sports 
shades and accent notes, such as May 
Bud and Blue Jade, Stargold and Lime 
Yellow, Seashell Pink and Corail, Wild- 
fire and Flame Red. 

The summer colors will reflect the 
newest interpretations in clear vibrant 
shades adaptable for sports and eve- 
ning wear, as well as accent notes for 
carrying out smart color contrasts. 

Also represented in the collection are 
several new renditions of animated 
pastel tones, as well as a group of four 
delicate attenuated nuances including 
“face powder” tints. 


New Nisley Store in Louisville 


LovUISVILLE (UTPS)—The Nisley 
Company has moved into handsome 
new quarters in the Selbach Hotel at 
512 Fourth Ave. The walls are done 
in a warm cream tan, while the heavy 
velvet carpet is the new tone cinnabar. 
The lighting fixtures, modernistic in 
design, are of opaque glass, and all the 
woodwork is figured walnut. The Hey- 
wood-Wakefield chairs are walnut 
frames, upholstered in a charming 
green and brown tapestry. F. O. Burk- 
hart, the manager of the store, pointed 
out that these chairs gave the perfect 
posture for fitting shoes. 

The hosiery department is in front, 
the stock in glass fronted drawers, 
while the chairs for fitting shoes are 
grouped in the rear of the store. 
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Boot and Shoe 
Recorder 
Serves in 


Getting More Shoes Sold Right; not 
only “more” but “right”; sold for the 
right purpose, to the right weorer, in 
the right fitting, for the right price, at 
the right profit. This is the great 
problem of the retail shoe merchants. 
The chief purpose of THe Boot anp 
Suoe Recorper is to help solve it; for 
this is the basic problem upon which 
depends the progress of the entire allied 
industries relating to shoes and leather, 
their production and distribution. 
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Next Meek 


you will find 
in the 


Boot and Shoe 


‘Recorder 


EXT week’s issue is dedicated to 

futures—not in the way of pictur- 
ing problematical progress; but in 
pointing out to every merchant in 
America that he has twelve weeks of 
intensive selling ahead of him. This is 
the time for buying-preparation. 

We have had a dozen false Spring 
starts this season, so now we tell the 
merchant that his real Spring business 
will be done during the six weeks— 
Easter to mid-May. They should be the 
best six selling weeks of the season. 
They will be immediately followed by 
six early Summer selling weeks—mid- 
May to the 4th of July. The garment 
trades in their great national gather- 
ing were unanimous in emphasizing the 
importance of these twelve selling 
weeks. 


a am 


WE step into every line of mer- 
chandise sold in the retail shoe 
store, to show its possibilities for profit 
during these twelve weeks. If the 
stores of this country must concen- 
trate their best selling effort into 
twelve selling weeks, it is well for us 
to start in mid-March an _ intensive 
sales-promotion. 

How far down the alley can we go 
in jumbling shoe prices in shoe stores? 
We stage a battle-royal in our issue of 
March 21, and we are calling on mer- 
chants in all parts of the country to 
take sides—one group to stand up for 
“the even-dollar price”; the other to 
tell of “the dollar and odd-cents price.” 
It all started with $6.60, then hopped 
to $4.44—and now cents muddle up sell- 
ing—is it to be sense or non-sense? 
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BECKWITH MANUFACTURING COMPANY 


Manufacturers of Vulco Products . 
STATLER BUILDING, BOSTON, MASS. | 


rf ht 
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In 


her summer 
smartness 


Fashion-wise women are turning to 
the light and airy for summer. Dainty 
prints in summery frocks will defin- 
itely influence their shoe selection. 
Midvale designers have anticipated 
this demand with a clever assort- 
ment of patterns for sunny-day wear. 
Thus, in her summer smartness you 
have an opportunty for profit. 


MIDVALE SHOE CO. 


3417 LOCUST STREET 
SAINT LOUIS MISSOURI 


The style illustrated combines the 
sandal and punched shoe theme with- 
out weakening construction. It con- 
tains four color tones in kid. It is 
available in many combinations of 
leather. 


MAKERS OF FINE SHOES FOR 
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FASHIONABLE WOMEN 
































THE EYES of BASMION) 


the Paris Fashion Editor 


of 


FAIRCHILD’S INTERNATIONAL 


Probably the most authoritative style publication 
in the world, which is carefully read by merchan- 
disers of high style in every leading country, 


writes 
in the issue for March, 1931: 


“CONTRASTS MUST BE PROMOTED WITH CARE” 


“For the exclusive dressmaker and high style specialty shop, the new 
trend of contrasts offers individuality and fresh clothes interest for 
their clients. For department stores and shops catering to small 
purses, it holds pitfalls. From the merchandising viewpoint, that 
is, from the idea of fashion applied to promoting business, any ad- 
vertising of the contrast color idea should be very carefully con- 
sidered. 


“Shops have only just finished educating the average woman to the 
monotone ensemble . . . There are not only appalling’ possibilities 
for bad taste in the contrast fashion, but danger of stocking too many 
colours and the wrong combinations. 


“Something else—will not women take advantage of such a fashion 
to wear their old clothes and shoes in new combinations? 


“Concerning colours themselves . .. All White has gained tremen- 
dously.” ask 

















ON SUMMER SHOES 


Think of style in shoes in terms of your own clientele; of women 
the country over. Not of Mrs. Gotrox or Gwendolyn Vandevere. 


What forty fashionable women of international society may wear 
is not usually the table d’hote wardrobe of 25,000,000 American 
women and growing girls. 


As the editor of FAIRCHILD’S says, don’t ignore a fashion spon- 
sored by Paris, but use great discretion and thought in promoting 
this contrast theme. 


Take summer clothes and summer shoes, for example. News pho- 
tographs of the smartest dressed women at Palm Beach and other 
Southland resorts show this fashionable treatment of the contrast 
vogue: 


Everything in the costume ensemble, hat, dress, 
gloves, bag and shoes, 1s pure white; only the hat 
band, a jacket, a belt if worn, and the hosiery serving 
as contrasts. 


Remember, therefore, that so far as shoes are concerned the dictate 
is WHITE KID; and economy, and your safety, are added, im- 
portant reasons why you should concentrate on WHITE KID 
SHOES. 


G.LEVOR & CO... me. 


Janno. of THE WHITEST WHITES 
GLOVERSVILLE, NEW YORK 











FOR 


LUI G- 


Fancy Willow with its silky 

smoothness agrees with 

feminine ideas of beauty in 
footwear. 


FANCY WILLOW 
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VITALITY 


oes on the air 
—with 
an all-star cast 


including 


Hreddie Rich and his Orchestra 


TED HUSING 
ANNOUNCING 


Billie Burke, Belle Baker, Claudette Colbert, Ruth 
Etting, Aileen Stanley, Grace Hayes, and many other 
outstanding celebrities of the stage and screen be- 
come “Vitality Personalities” beginning March 
25—in a series of notable radio programs which will 
command an audience of millions. These millions 
of listeners will give enthusiastic attention to the 
lilting harmony of Freddie Rich and his famous 
orchestra. And—they will not fail to appre- 
ciate and heed the Vitality Health Shoe mes- 
sage, as adroitly interpreted by Announcer 
Ted Husing. ‘Vitality Personalities’’ goes on the 
air over a nation-wide hookup of the Columbia 
Broadcasting System each Wednesday evening at 
10 o’clock, E. §. T. Forty-three associated stations 
located in key cities will effectively blanket the coun- 
try. » Here is a merchandising enterprise distinctly 
out of the ordinary. It will personify in the success- 


Tune in... 
Every Wednesday Evening 


(10 P.M., Eastern Standard Time) 


...... WADC 
Atlanta.................... WGST 
Baltimore 

(starting April 8) WCAO 
WBRC 

Boston................... ..WNAC 
Buffalo....................WKBW 


WISN 


Wwcco 
WLAC 
\/DSU 
WABC 


Milwaukee..... 

Minneapolis 
(starting May ©) 

Nashville ............ 

New Orleans. 

New York City..... 


ful, vigorous lives of the people known for their 
charm and poise the qualities which are winning an 
ever-growing market for Vitality Shoes. ® Check 
over the list of stations and identify your store with 
“Vitality Personalities.” Beautiful windowand counter 
cards picturing the stars of these broadcasts are 
available free to Vitality dealers. Also special news- 
paper announcement ad. ® Remember the date— 
March 25, 10 P. M., Eastern Standard Time. 


Women—AAAA to EEE— 

Sizes 2 to 11, to retail at $5 and $6 
Men—AAA to G—Sizes 5 to 14, to retail at $5 and $6 
Boys—A to E—Sizes 1 to 6, to retail at $4 and $5 

pa 


Charlotte 
Chicago.................... WBBM 
Cincinnati ..............WKRC 
Cleveland 

(starting April1) WHK 
Columbus .............. WCAH 
Council Bluffs........... KOIL 
Dallas.......................... WRR 


Denver 
(starting April 1) 


Fort Wayne 
Hartford.................. 
Houston.................. 
Indianapolis 
Kansas City. 

Little Rock 





Oklahoma City... 
Philadelphia ....... 
Pittsburgh 


Salt Lake City ._..... 
San Antonio... 

San Francisco... 
| ee 
Spokane.......... 


Syracuse .................. 
Tacoma 
(starting April 29)... KVI 


Washington... ........ WMAL 
Wichita 
(starting April 29)... KFH 


“VITALITY SHOE COMPANY») 


ST. LOUIS, MISSOURI 
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Features Account for the 





These 














STEADY INCREASE OF 
)&M RETAIL SALES! 


Style !...Comfort!...Durability! The style of a J&M 
model is evident even in a printed picture. Com- 
fort and durability are less easily illustrated. Yet 
on the customer's foot a J & M Shoe sells itself. And 
national advertising is daily bringing more and 
more men into the J & M retail dealer's store. 

Johnston & Murphy is satisfied with nothing short 
of the highest quality in shoes. Your customers, 


too, appreciate the economy of better-made and 
better-styled shoes. 


Do you know the profit advantages of selling 
J & M Shoes? If not... 
Write for Details 
JOHNSTON & MURPHY 
40-54 Lincoln Street, Newark, N. J. 
New York Sales Office, 475 Pifth Avenue 


THE 
JOHN RPHY 
Eit/ SHOE 








Se eS a a er wet 





DURABILITY 
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Do You Know Why “SKOOTS” 
Are So Profitable? . . 


Take the Court Special as an Example 


r TAKES just a moment to convince your 

customer that the Court Special is the 

best value he can buy in a tennis shoe. Rea- 

sons to back this up? Plenty of them! Point 

out to him the non-chafing heel and seam- 

less toe and toe lining. Let him feel of the 

Korxole Insole—soft, springy and insulat- 

ing. Explain how the inner lining is loose to 

allow free circulation. Describe the cushion 

LUCKY BOY heel and arch built to absorb the shocks of 

Top price “SKOOTS” SHOE. strenuous play. Mention the crepe sole, 

Brown or white doubled duck up- _— supplying perfect traction for both clay 

pers, Orange trim. High line foxing — and grass courts. And don’t forget to call 
with pebbled toe strip. Wide eyelet ? 

dts. Create vised cetaale: Gun ot attention to the 1l-ounce duck uppers— 

strong, sturdy and easy to clean. The result 


the line’s best sellers and _profit- , 
makers. is a profitable sale for you, complete satis- 


faction for your customer, and the foun- 
dation of many repeat sales for the future. 


SKOOTS— identified by the Boston Ter- 
rier, hurrying toward you with a shoe—are 
a line of canvas sport shoes that especially 
appeal to boys and men. They’re sturdy— 
they’ll take the usual punishment meted 
out to masculine footwear, and ask for 
more. They’re snappy looking—sporty, well 
reinforced, and in a good choice of colors. 
They’re comfortable—with long wearing 
soles, firm construction, and a good fit. 
SKOOTS are available in a price range to 
suit any requirements—high quality at 
reasonable prices. 





CHICAGO, 3932 So. Lincoln St. NEW YORK, 101 Duane St. 


MINNEAPOLIS, 646 Stinson Boulevard inte: 





Converse Russer Co. 


( ) Send me your latest complete SKOOTS Catalog. 


( ) Without obligation to me have a salesman call with actual 


MALDEN, MASS. samples of SKOOTS. 








Boot AND SHOB RECORDER 
combining TH» SHop ReralLer, March 21, 1931 





HERE IS A STYLISH SOFT-TOED SHOE 


THAT GIVES 
AS IT SHOULD 


Ask for 


BUT WILL NOT 
SAG OR CREASE 


ARMSTRONGS 
CORK BOX TOES 


ATLANTA 
Dertro!t 


Boston 
New York 


CHICAGO 
PHILADELPHIA 


CINCINNATI 
St. Louis 


OFT-TOED shoes won’t wrinkle and 
flatten out if they have Armstrong’s 
Cork Box Toes. Flexibility without sagging is 
the feature of these box toes. The forepart 
and side wall stay firm but the toe is limber 
and flexible where tip meets vamp. Feet can 
tell the difference the minute this shoe is put 
on. No pinching, no chafing, not a minute of 
“breaking in.”’ And you can get this comfort 
and lasting style in any shoe—broad toe or 
narrow, dress or sport. Ask for Armstrong’s 
Cork Box Toes by name next time you buy. 
For further details, and list of manufacturers 
who are now using Armstrong’s Cork Box 
Toes in their shoes, write Arm- Armstrong's 
strong Cork Company, 933 Arch 
Street, Lancaster, Pennsylvania. Product 
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To Retail 
$7.00 to $9.00 


To Retail 
Principally at $5.00 


Stock No. R831 LEWIS 





Stock No. R826 LEWIS 
(Unbranded and Branded) 
Black Calf Oxford, Strand 
Last. Sizes and Widths: 


to E, 6 to 11 


Stock No. R824 LEWIS 


Hn 2 and Branded) 
Last. Sizes and 


Widthe: f to E, 6 to 11. 
R824—Patent Leather. 
R825—Black Calf. 


Kenmore 
Last 


Stock fie. R500 CROSSETT 
Branded Only) 

Black pre Crossett ene 

Tread. Noble Last. Sizes and 

Widths: A, 7 to as B, 
11; C, D, B, 5 to 

R501—Same in C ée C Brown. 


A to D only. 


Noble 
Last 
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(Unbranded and Branded) 
Black Kid, Blu. Oxford, Cinch 
Last. Sizes and Widths: C, 
D, E, EEE, 6 to 11. 


IN-STOCK NOW for EASTER 


* 


Here are four timely numbers from the 
broader-than-ever stock we have newly 
prepared for Spring. 

Many new styles have been added in- 
cluding more sport shoe models in the 
most desired color combinations. 


Also we are offering material values 
that are truly remarkable—especially 
in our 


LEWIS Styles 
to retail principally for 


$5 
CROSSETTS 


to retail from 


$7 to $9 


Our Rapid Stock Service saves time and 
business for those who form the weekly 
“size in” habit. 

It specializes in shoes that couldn’t be 
beaten if made to special order—that 
will make and hold appreciative cus- 
tomers. 


Write now for complete folder of IN 
STOCK Spring Styles. 


* 


CROSSETT 
SHOE CO. 


FACTORY AT AUGUSTA, ME. 
212 ESSEX STREET, BOSTON, MASS. 


* 


Coast Representatives 
A. F. Medine, 573 Haywood Hotel, 
Los Angeles 


* 








LITTLEWAY . jae a 


The 100% Method of 
Lasting Compo Shoes 








Littteway is the most modern, safe, and se- 
cure method of side lasting compo or cemented 
shoes. Cement and troublesome side lasting 
tacks are eliminated entirely. Littleway lasting 
is PERMANENTLY FLEXIBLE, CLEAN, FAST, and 
POSITIVE. Lasts having standard or normal 
measurements can be used. Fine wire staples 
PERMANENTLY FASTEN the upper and lining 
materials to the face or surface of the insole 
without completely penetrating it, leaving the 
inside surface of the forepart and shank free 
from tacks and tack holes. 


Littleway Lasting 


Assures Superior Quality in the 
Finished Product 





SIDE lasting with innumerable upstanding 
tacks and three layers of celluloid cement is 
an unnecessary cost. Cement and tack lasting 
lacks the advantages of Littleway lasting and, 
in addition, when tacks are pulled, the inside 
surface of the forepart and shank has a con- 
tinuous line of tack holes. 


Littleway Process Company | y} 


140 Federal Street, Boston, Mass. 
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MALLARD 
*4. SHOES *D 


CLASSY SHOES 





“SEE-ME-NOT” | C P-Mme-n of [ CEMENT 


LIGHT AND AIRY 


Cement attached Soles—Come to Stay! 


>>> HIGH GRADE $4 RETAIL WOMEN’S SHOE 
—through your wholesaler—GET THEM—keep up to the 
minute—LITTLEW AY LASTED having all the advantages— 
SMOOTH INSOLES—NO TACKS, NAILS OR HOLES— 
flexible as turns having ONCO insolee—GUARANTEED 
WEAR and LASTING FLEXIBILITY. No stiffness with age 
as in cement-lasted shoes— 

> > b Soles attached with HIGH GRADE Cement. Positive 
Guarantee WILL NOT COME OFF WITH WEAR—Beats all 
methods attaching soles for a close water-tight job— 











Philadelphia—W holesale Distributors—New York 
Brav Shoe Co. Powell & Camphell 
13 N. Fourth St. 122 Duane St. 


AUGUSTA, MAINE—2 FACTORIES—GARDINER, MAINE 
R. P. HAZZARD COMPANY 


Salesrooms General Offices 
119 Lincoln St., Boston Gardiner, Maine 
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+ « * DISTINCTION IN LININGS 


expressed by color harmony has defi- 
nite selling influence. The delicate 
pastel colors listed on the opposite page 
are being produced by Vode color 
craftsmen to meet the high fashion note 
of colored linings at little extra cost. 


These color-perfect kid linings are 
priced to permit their use in all grades 
of style footwear. Their popularity 
emphasizes the value of distinctive style 
in the salable shoe. ° 


CANN AANA AANA ARR CARR EERE EEE EE N 


ALLIED KID 
COMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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VODE LININGS are / 7 

available in authentic e | 

paste shades at a lg) e ~— 
ich permits ~Z ‘CLICATC 


Pistol a Shades 


f gn SILILLLLLL LL 
\\ CARRS RA RANA A S 





Here are two leather 
sandals of the type 
that have made the 
name Deauville fa- 
mous wherever san- 
dals are worn. They 


are carried in stock. 


Deauville Sandals are 
always up to the min- 
ute in style and weave. 
They are the best of 
braided sandals, that’s 
why so many are try- 
ing to imitate them. 


Look at the _ trade 
mark that is your pro- 
tection, and remem- 
ber that no one can 
ever imitate the pres- 
tige and good will that 
Deauville holds among 
the buying public. 


SSE ERISA ETB A eae ag 


TRADE-MARK 


The Golo Slipper Company are the original 
manufacturers of this smart footwear, iden- 
tified by the trade-mark “Deauville Sandals” 
stamped on the soles of every genuine pair, 
and fully covered by U. S. Registration. 


GOLO SLIPPER COMPANY 
129 Duane Street New York City 
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WINDSOR LAST 
Lot No. 520 
White buck with black calf 
trimming. 
Lot No. 510 
White buck with tan calf 
trimming. 
Widths A-E 6-11 





* 
ustomers 


are won by 
repeatedly 
justifying 
their 
confidence 


* 
C:-H: 
ALDEN 


COMPANY 


° 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON 
*MASS: 


* 
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Made of Kaffa Brown Kaffor- 
ite as a trim for Karung Water- 
snake. Also effective as a trim 
for Sea Sand Kafforite. Shoe 
illustrated is from the popular 
line of Bresnahan Shoe Co., 
Boston, Mass. 











Colors: 


K-301 Sea Sand 
K-302 Caramel 
K-303 Putty Beige 
K-304 Mocha Parfait 
K-305 Swagger Brown 
K-306 Indies Brown 
K-307 Grenat 
K-308 Admiralty Blue 
K-309 Paddock Green 
K-322 Astrakhan 
K-324 Nut Brown 
Also a deep rich lustre 
Black. 








CHIC SPECTATOR SPORTS 


will ‘‘sweeten’’ spring and summer selling 


The coming warm season with its appeal to the “great outdoors” 
and its sport events for millions of women, is sure to see a 
nation-wide demand for the popular Spectator Sport Footwear. 


Prepare now for it in detailing some of your best numbers, and 
specify Kafforite Glacé Calf, which is of light weight, mellow 


_ and shape-holding—therefore comfortable to the most sensitive 


feet. 


Either all-over patterns in two harmonizing shades, or for trim 
with reptile grains, it makes a beautiful shoe, with a rich tonal 
sheen. 


The modern sport-loving woman is alert to correct style for her 
appearance at afternoon club events, and not infrequently feels 
well dressed in a sports costume both for shopping or an after- 
noon of bridge. 


She expects of her welt footwear both a dash of style and com- 


fortable wear. 


Our leathers meet the demand of the popular price range in 
women’s refined footwear, each skin having a full uniform cut- 


ting area. 


Color swatches to help you in detailing shoes will be sent on 


request. 
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These patterns have 


CLICKED! And How! 


ETAILERS who have seen these Brownbilt. Sport shoes have cer- 

tainly “said it with orders.” G46o, G461 and G454 certainly have 
clicked, in the most convincing manner. An almost unanimous verdict 
of the trade makes them the most popular sports patterns of the year. 


The next sixty days will see the biggest sports shoe season the trade 
has ever enjoyed. And during that period these patterns should estab- 
lish an all-time record. They are sure fire. They are in stock now—in 
quantity. 


IN STOCK 


In Quantities 


ready for quick shipment. 
Make up your mail order now. 


G460 


Brownbilt Putty Beige Elkide Moc- 
casin Oxford. Whippet Elkide trim- 
ming, Natural Rubber sole and heel, 
welt, Health No. 4 last. AA 4 to 8, 
A 3% to 8, B 3 to 8, C 2% to 8, D 24% 
to 8. $2.65. 

G461. Same in all over Smoke Elkide. 


G454 


Brownbilt Smoke Elko Moccasin 
Oxford. Camel Elko trimming, Plain 
toe, Natural Rubber sole and heel, 
welt, Gamin last. AA 4 to 8, A 3% to 
8, B 3 to 8, C 2% to 8. $2.75. 


Wess Vass Gowigass, 


Manufacturers 
St. Louis 
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Reproductions of 
BOB SMART ads in the 
“Saturday Everiing Post.” 


65 styles in Bob Smart Shoes 
are carried in stock—priced 
to retail at $5 to $6. 


Of these we show a typical 
style made of RUBY KID. 
Also examples of their ex- 
tensive national advertising 


Si tandardize On Yf 9 
Cvans. brand , sf 
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STANDARD BLACK KID IN 


SHOES 


FOR MEN 


We particularly like to see RUBY KID adopted as their standard black kid by 
makers of branded and nationally advertised lines of shoes. 


For in a line so marketed, the manufacturer in obligating himself to the public 
to deliver outstanding value, usually realizes the more keenly the quality 
pace and standards he has thus set for himself. 


Appreciating how vital a part leather of repeated merits plays in such a 
scheme, he is most likely to be most exacting in selecting such leathers. 


The more emphatic then, the tribute paid to RUBY KID by Bob Smart Shoe 
Co. standardizing on RUBY KID for their black kid styles in Bob Smart Shoes. 


They, know from experience that “RUBY KID is a definite SALES IN- 
FLUENCE.” 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


CINCINNATI PHILADELPHIA MILWAUKEE ST.LOUIS BOSTON ROCHESTER 


EVANS LEATHER 
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THE BEVERLY 

This pattern comes two ways 

.. in natural Tosca cloth with 
putty calf trimming and cov- 
ered heel, and white Tosca 
cloth with white calf trimming 
and covered heel... both 
priced at $3.25. 


THE DAINTEE 
This pattern comes three ways 
. dull kid with Morocco 
calf trimming at $3.25 . . . sea 
sand kid with sun tan kid trim- 
ming, and white kid with white 
Morocco calf trimming at $3.35. 


ROBERTS. JOHNSON 


ranch of international Sho 


St. Louis, Mo. 


FIVE DOLLARS 
HAS ALWAYS BEEN 
A POPULAR PRICE 


Volume is done and profits are made on 
shoes that sell at $5.00 . . . and the eighty- 
odd numbers of high-styled, light, flexible, 
Fashion Fair McKays and Goodyear Welts for 
Women and Girls completely cover that field. 
Prices range from $2.60 to $3.35, with an av- 
erage for the line of $3.09, which, when sold 
at $5.00, shows a mark-up of more than 38%. 


Fashion Fair shoes are one of the great 
“Star Brand” specialty lines . . . quality built, 
of course, to measure up to the “Star Brand” 
standard. They are truly wonderful shoes 


. see them. 


In stock for quick shipment. 


Fashion 


_-A STAR BRAND SHOE 








§ RAND 
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—\ 
briefly 
CORDO-HYDE 
LACES 
look like leather 


tie easier and 
stay tied 


harmonize with 
the shoe 


wear like iron 


. 








J 





\ 





oF 


Boor 
combining T 


and S 


Foiled, you dirty cur! 
Onhand that girl 
Jack Dalton 


Ah! those days of melodrama, and that arch 
fiend Jack Dalton, plenipotentiary of the devil 
and betrayer extraordinary. Fortunately for his 
victims, the marcelled hero, champion of the 
right and defender of womanhood, always ar- 


rived in time. 


But who is there to defend the reputation of a 
good shoe against the insidious betrayal of an un- 
reliable lace? None other than that champion 
of reliability 


CORDO-HYDE 


THE LACE MADE TO DEFEND THE HIGH REPUTATION 
OF GOOD SHOES TO THE LAST STEP 


A. MILLER TREEING MACHINE COMPANY - BROCKTON, MASS. 
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Signs of 
Spring ... 


and Summer just around the corner. 


Yesterday children’s shoes were 
expected to resist extremes of tem- 
perature and the rigors of winter 


wear. 














Tomorrow they must have a bare-foot 
pliancy and comfort. 








Specify the same leathers—they are 
tanned for just these conditions 
season in and season out — Elko or 


Deerskin. 





NORTHWESTERN OTHER NORTHWESTERN 
LEATHER LEATHERS 
COMPANY Russide W. LI. 
TRUST Rugby Newtan 


Kitchener Sootan 


8OSTON 
Smooth Sides Elk Sides 
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Dont let her think you've gone 


c¢ 


| gen at this woman sharply. No distress tags 
on her. Nothing “cheap” in her get-up. 

And she isn’t going to change! She has the 
money to buy her usual high-quality stuff. If 
she can’t get it from old friends, she'll find 
new ones. 

You’ve always sold her the best there is... 
Daniel Green Leisure Footwear. Will you be 


argain Store Completely 


able to fit her when she comes for our beautiful 
new Paris-sponsored styles? 

You can be ready on small capital tie-up Chart 
your styles... limit your colors with care. But 
keep your stocks well sized. 

Daniel Green customers are year-round cus- 
tomers. Hold them. Keep your prestige. Hustle 
up sure profits. Somebody else will if you don’t. 


America’s Most Beloved Leisure Line for More Than 48 Years 


DANIEL GREEN LEISURE FOOTWEAR 


THE DANIEL GREEN CO., DOLGEVILLE, N. Y.— NEW YORK CITY, 331 MADISON AVE.— CHICAGO, 29 E. MADISON ST.— BOSTON, 10 HIGH ST. 
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ONE DOLLAR 
REWARD 


for 
every pair of 
HILL 
SHOES 
sold as 
full Grain Calf 
which turns out 
to be Ostrich Skin 
or Birch Bark 









ONE DOLLAR 
and 
SIXTY-SEVEN 
CENTS 
REWARD 


for every 
merchant who 
sells a pair of 


HILL 
SHOES 


for 


FIVE DOLLARS 



























* 


As for the customer— 
he's rewarded by 


COMPLETE 
SATISFACTION 





* 


Fair enough! 
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AN UNRETOUCHED PHOTOGRAPH 


OF 


Staking out a few 
Note they are co 


of the critter which produces only firm, long-wear- 
ing soles. That's why we call them benders—they 
cut out nothing but bend soles for 





NO. 702.... BLACK AND WHITE .... $3.40 
HILL BROS. CO. 


MAIN OFFICE AT HUDSON, MASS. 


24 


IN-STOCK DEPARTMENT AT HUDSON, MASS, 
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OUR BENDERS 


pairs of soles for your next order. 
nfining their attention to that part 









HILL SHOES 







like this one 







FACTORY AT HUDSON, MASS. 
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